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"next to KONO-tv. . . 




The BEST response in San Antonio comes from the BIGGEST television audience! 
ARB's June '61 report on 6:00 P.M. to Midnight (Mon. thru Fri.) shows 
KONO-TV, ABC, with 44.7 . . . while others trail with 29.8 and 25.9 
Get the "Inside Story" on San Antonio Television 
Represented by the Katz Agency 
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Just as important as one's 2nd shoe is 
Michigan's 2nd TV market . . . that rich 
industrial outstate area made up of 
LANSING-FLINT- JACKSON and 20 
populous cities . . . 3,000,000 potential 
customers . . . 684,200 TV homes (ARB 
March '60) . . . served exclusively by 
WJIM-TV for 10 years. 



WJIM-TV 



BASIC 




Strategically located to exclusively serve LANSING FLINT JACKSON 
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MAS LA 




FOOD STORE SALES 
$813,854,000 
SOME "BLUE CHIP" 
ADVERTISERS 
USING WHLI 
TO REACH BIG, RICH 
LONG ISLAND MARKET 
A & P 
Bohack 

Fischer Baking 
General Foods 
Hills Supermarket 
Horn & Hardart 
Krauss Meats 
Standard Brands 
Swift & Co. 
. . . and almost every 
major national food 
manufacturer, 
processor and distributor 

5TH IN TOTAL 
FOOD STORES SALES 
IN THE UNITED STATES 
•Nassau-Suffolk, (Sales Management 1961) 
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Over 400 top advertisers 
chese WHLI In 1960-1961. 
Will yeu It en the 
"preferred" list In 1961-1962? 

r ► 10,000 WATTS 



iWHLI 


AM 1100 
FM 98.3 


HEMPSTEAD 
LONG ISLAND, N. T. 


lk ucie 



Represented by GHI-Pema 
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GOOD NEIGHBORS? Recent events have raised serious doubts about our 
position throughout Latin America, as often the struggle for men's minds has flared 
into violence. To report the status of this ideological battle to the people of Chicago, 
WBBM-TV sent newsman Frank Reynolds and a camera crew on a fifteen-day tour of 
South America. The result was an eye-opening two-part documentary, "THE OTHER 
AMERICANS, " seen in prime evening time, detailing the extent to which communism 
is exploiting economic problems of some of our Latin neighbors . . . far-reaching, 
venturesome, topical television at the local level. People who value their time find 
more worth watching on WBBM-TV. Which is why time is so valuable on Television 2, 
the number one station in Chicago for 75 consecutive Nielsen reports. WBB|V|-TV 



CBS OWNED • TELEVISION 2, CHICAGO 



there is nothing harder to stop than a trend 



Or some interesting illumination shed by 
Nielsen on the new season. 

Here we go again. Into fall again — with 
more television tubes aglow again. 

Glowing, already, with the premiere of a 
bright new season, with the excitement of 
such already-premiered new entries as ABC- 
TV's Follow the Sun, and such other, new net- 
work shows as The Defenders, Car 5h, Where 
are You?, International Showtime and the Du 
Pont Shoiv of the Week ... as well as with the 
return of established favorites with first run 
showings. 

And glowing already, the first Nielsen 
Report* shows, with a prophetically strong 
ABC glow. In homes where they can watch 



all 3 networks, the glowing went: 

ABC — largest audience per average minute. 
ABC—most half-hour firsts (24 to Xet Y's 16, 
Net Z's 11). ABC— 3 out of the top 5 shows: 
{Flintstones, 77 Sunset Strip, Real McCoys). 

Sure, one rating doesn't say a season. But 
ratings that evolve from the pattern set so 
consistently last season say plenty. 

They say the trend keeps trending. And 
that's the kind of a trend there's nothing 
harder to stop than. 

ABC Television 

♦Source: Nielsen 24 Market TV Report, week ending Sept. 17, 
1961. Average audience, Mon. thru Sat. 7:30-11 PM; Sun., 
6:30-11 PM. 




Latest tv and 
radio developments of 
the week, briefed 
for busy readers 
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GAIL SMITH BOMBSHELL 

General Motors ad chief frankly tells Detroit SRA what 
GM thinks about spot tv and radio as media 



(Detroit): Gail Smith, director of 
advertising and market research for 
General Motors Corporation, made 
a series of frank and provocative re- 
marks about spot tv and spot radio 
in the course of his address to the 
new Detroit chapter of the Station 
Representatives Association last 
Monday. 

Discussing basic media and sup- 
plemental media in strategy plan- 
ning of automotive advertising he 
characterized spot tv and radio as 
supplemental media. "Let me has- 
ten to add," 
he remarked, 
"that we prob- 
ably invest 
more in your 
fields than 
many adver- 
tisers who use 
them as basic 
Gail Smith media." 
Comparing media, he stated: 
"Magazines and newspapers give us 
the opportunity to establish imagine 
in style and appearance. 

"Television," he continued, "pro- 
vides the benefits of practically giv- 
ing the viewer a demonstration 
ride." 

Then he asked, "What's the prob- 
lem with spot tv in the overall 
philosophy?" He cited two problems 
inhibiting greater use of spot tv: 
the need to reach men, practical in 
tv only at night, and the need for 
long commercials to present GM's 




advertising story. 

"Spot tv, at night in prime time," 
stated Smith, "just cannot provide, 
across the board, selling opportuni- 
ties of 60 seconds or longer. Believe 
me there are many choice spot peri- 
ods between top ranking network 
shows that we would love to have, 
but we can't justify the expenditure 
on a national basis, at the expense 
of basic effort, for a campaign of 
IDs or even 20 second spots." 

Discussing radio, in which GM 
corporately was a top spot adver- 
tiser during the 1961 model year, 
Smith said: "Radio does not have 
the advantage of the printed medi- 
um in illustrating style and appear- 
ance. 

"It does not have the advantage 
of television in actual action dem- 
onstration. 

"But," added Smith, "it is virtually 
impossible and actually illegal in 
some states to read a publication 
or watch television while you are 
driving a car. And there, to us, is 
where radio fits into our scheme. 
It can serve as, an attention-getting, 
or reminding, or thought starting de- 
vice, to register our message about 
the very type ot product or its com- 
ponent parts which you are in and 
are operating at the moment of the 
commercial." 

Smith felt greater use of radio 
was justified in the future "if the 
radio industry, and you gentlemen 
(Continued on page 8, col. 2) 



P&G tells FCC of 
'Program Policy' 

Among the most important 
developments of the current 
FCC hearings in New York 
with tv sponsors was P&G's 
reading of its 21-point "Pro- 
gram Bu\ ing Policy.'* Among 
the particulars mentioned h\ 
general advertising manager Al- 
bert N. Halverstatt were these: 
business men. in tv dramas, 
may not be treated as "cold" 
or ''ruthless"; no offense 
should be given to an\ organ- 
ized minority group: the Civil 
War must be treated with spe- 
cial care: prices charged b\ 
supermarkets and laundromats 
may not be compared with 
those of independents; the world 
{Continued on page 10. col. 2 1 



L&M's $250,000 FOR 
91 EVENTS ON KTTV 

(Los Angeles:) L&M brands will 
sponsor 91 events on KTTV, Los An- 
geles, over a 60 week period. 

Programing will be at least 250 
hours in extent and will include spe- 
cial events, public affairs, and 
sports. Estimated cost is $250,000. 

Purchase was arranged through 
Norm Varney of JWT in New York 
and is for Chesterfield and L&M 
cigarettes. 

It is the first time that a major 
national advertiser has undertaken 
local sponsorships of this kind of 
such range and duration. 

The purchase was announced by 
Robert W. Breckner, v.p. and general 
(Continued on page 10, col. 3) 
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HERMAN LAND TO WBC 
CREATIVE SERVICES 

Herman Land has been appointed 
director of creative services for the 
Westinghouse Broadcasting Com- 
pany. 

The newly created post has been 
set up to coordinate the advertising 
and promotion department and the 
publicity department. 

Land comes to WBC from Corin- 
thian Broadcasting, where he was 
director of public relations and spe- 
cial events. 

The two managers of the present 
departments will retain their pres- 
ent functions, 
Dave Par- 
tridge in ad- 
vertising and 
a successor 
to Mike Sant- 
angelo, who 
was moved 
into a pro- 
graming post 
at WBC last week, in publicity. 




Herman Land 



BROADCASTER WHEELER 
upped to Detroit News 

It's quite unusual for a broadcast- 
er to move upstairs into the upper 
echelons of his own parent com- 
pany. 

Yet that's exactly what's happened 
in the case of Edwin K. Wheeler, 
just named general manager of the 
Detroit News, parent of the WWJ 
Stations. 

Wheeler had been general mana- 
ger of those stations since 1952. 



October's many meetings 

Among the many trade meetings 
to be held in October are these: the 
NAB 9 October in Dallas at the 
Adolphus, 13 October in St. Louis 
at the Jefferson (the AMST meets in 
St. Louis on the 12th), 18 October 
in Salt Lake City at the Utah, and 
20 October in San Francisco at the 
Sheraton Plaza. 



(Continued from page 7, col. 2) 
in particular, gave more time and 
effort to constructive thought as to 
how radio as a medium can further 
assist us, rather than hacking away 
at each other and belittling the 
real strength of your entire indus- 
try." 

The circulation claim gets "a little 
silly at times, and quite frankly has 
created a certain amount of distrust 
both with the public and with the 
advertiser," stated Smith. 

In closing, Smith made three con- 
structive suggestions. 

"I believe this Association could 
and should take the lead in adopt- 
ing a code designed to discredit 
questionable bases for circulation 
claims." 

In the area of research, he said, 
"we believe that more qualitative, 
not additional quantitative, work 
has to be conducted in the area of 
audience research." 

Finally, Smith suggested "some 
organization such as this Associa- 
tion should consider streamlining 
the mechanics of spot radio and 
television buying on a national 
basis. We believe we are working 
with a cumbersome and antiquated 
system. The paper work and time 
consumed sometimes costs more 
than the campaign is worth." 



Christal Politz findings 
on radio revealed 

Uniform habits on radio use were 
discovered by Henry I. Christal in a 
special Politz study covering five 
widely separated radio stations 
which it represents. 

The study, details of which were 
published today, covers WGY, Al- 
bany-Schenectady-Troy, WBEN, Buf- 
falo; WJR, Detroit; WTIC, Hartford; 
and WTMJ, Milwaukee. 

Sets ownership figures showed 
little variation from place to place. 
Households with at least one radio 
in working order were 98 to 99 per- 
cent; for two radios, 60 to 67 per 
cent, and over two, 26 to 32 per cent. 



NEW PRESIDENT, SALES 
AND PROGRAMS V.P.s 
NAMED AT ABC RADIO 

Robert R. Pauley has been elected 
president of ABC Radio, it was an- 
nounced by Simon B. Siegel, execu- 
tive v.p. of AB-PT. 

James E. Duffy has also been 
elected v.p. in charge of sales and 
William T. Rafael has been elected 
v.p. in charge of programing for ABC 
radio. 

Pauley joined ABC Radio in Octo- 
ber 1957 as an ^^^^^^^^^^^ 



account exec- 
utive. He was 
named east- 
ern sales 
manager in 
March 1959 
and became 
v.p. in charge 
of the net- 
work last year 



St! 



AY* 



Robert R. Pauley 

He was previously 
an account executive with CBS Ra 
dio, Benton & Bowles, NBC Rad 
and WOR, New York. He lives i 
New Canaan, Conn., and is a grad 
ate of the Harvard Business School 



NBC TV News sells 
10th regular show 

NBC TV has an order from 
Bristol-Myers (Y&R) for what 
would he, if it can clear suffi- 
cient stations, its tenth regular 
and fully sponsored news show 
of the season. 

Program would be weekly at 
6-6:15 p.m. on Saturday, start- 
ing in October. 

NBC's five other weekly new> 
shows (all sponsored) are 
those of Huntley. Brinkley. 
McGee. plus Update and 1-2-3 
Go, a total of six counting the 
new 6 p.m. Saturday buy. 

The four daily news shows 
are ''Today" (now under the 
news department), plus news 
strips at 12:55 p.m.. 4:55 p.m., 
and 6. - -15 p.m. 
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This looks contagious. 



A rash of increased viewing for 
ABC-TV programs has broken out in 
New York, Chicago, Detroit, Los 
Angeles, San Francisco. 

The stations involved are, respectively, 
WABC-TV, WBKB, WXYZ-TV, KABC-TV, 
and KGO-TV...the 5 Owned and Operated 
ABC -TV stations. 

Following the network pattern, four of these 
stations are now first in their markets. . .and 
WABC-TV, a strong second, is closing the 
gap for first place in N.Y. 
How much audience has been gained— and 
at whose expense-<-an be quickly charted 
as follows: 



Gain or loss in share of network audience* 
ARC -TV NETY NETZ 

^J, Station Station 


New York 
(WABC-TV) 


+16% 


-3% 


-11% 


Chicago 
(WBKB) 


+ 13% 




-14% 


Detroit 
(WXYZ-TV) 


+ 8% 


-6% 


- 3% 


Los Angeles 
(KABC-TV) 


+15% 


-3% 


-12% 


San Francisco 
(KGO-TV) 


+14% 


-2% 


-14% 



'Source: ARB March-April 1961, Sun.-Sat., 7.30-1 1 
PM (N.Y.T.) as against same period lor 1960. Network 
Programs. 

With scarcely more effort (like phoning one of 
the 5 ABC-TV National Station Sales offices 
below) you can get the info needed to plan 
your smartest ad strategy in these great TV 
markets. 

ABC-TV National 
Station Sales, Inc. 

New York, New York, SUsquehanna 7-5000 
Chicago, Illinois, ANdover 3-0800 
Detroit, Michigan, WOodward 1-0255 
Hollywood, California, NOrmandy3-3311 
San Francisco, California. UNderhi 3-0077 



SPONSOR • 2 OCTOBER 1961 



9 



SP0NS0R-WEEK/2 October 1961 



BOOZ, ALLEN ADVISE 
ON NEW PRODUCTS 

"New products are the road to 
business success." 

"The cemeteries of failure are 
filled with companies that have de- 
cided their present line is good 
enough." 

These two statements were made 
by Edmund Ladendorff Jr. of Booz, 
Allen & Hamilton, speaking before 
the fourth annual convention of the 
Pet Food Institute in Chicago. 

His conclusions were based on a 
study of 150 companies, including 
informaiton from 5,000 executives 
and 500 client assignments relating 
to new products. 

Ladendorff expected that 75% of 
the national sales growth in the next 
three years would come from new 
products and brands. 

"New products are a major con- 
tributor to company growth, a pri- 
mary influence on profit perform- 
ance, and a key factor in business 
planning," he stated. 

Yet, he pointed out, only 2% of 
all new product ideas succeed, and 
even after testing 50% fail. But the 
further a product gets along the line 
from inception to delivery, the bet- 
ter its chance of working. 

Further along products tend to be 
pre-empted by other products or 
else they degentate into profitless 
price competition. 



Oil & auto making record 
use of tv sports, news 

Gasoline and auto advertisers are 
making record use of sports, news 
and weather shows to attract male 
tv viewers, reports TvB. 

In the automotive field this fall, 
Chrysler Corporation will sponsor 
the World Series plus the Rose Bowl 
and Blue-Gray games on NBC TV, 
Ford will sponsor NFL games on 
CBS TV and NFL championship 
contests on NBC TV, Buick has the 
Orange Bowl game on ABC TV, and 
UMS has eight bowl games. 



(FCC cont. from page 7, col. 3) 
situation must be accepted in dra- 
mas that deal with it, and the "hor- 
ror" of war is to be minimized. 

Peter G. Peterson, president of 
Bell & Howell, told of its hands-off 
policy and how its controversial pro- 
grams seemed to have even greater 
tv impact than conventional fare. 

Chrysler found action-adventure 
shows the wrong climate for its tv 
commercials. Jersey Standard used 
tv to "make friends" in New York 
and Washington. These were among 
the statements made in the first day 
of the current FCC hearings. 

In its two-market use of shows 
Jersey Standard avoided censorship. 
But DuPont, Chrysler, and Pruden- 
tial did check their network shows. 

Trade observers have noted that 
the timing of the FCC hearings is 
somewhat tardy. Sponsorship was 
at one time dominant, but at pres- 
ent only 15 network shows are spon- 
sor-controlled. 

Other companies whose repre- 
sentatives will testify during these 
hearings on tv sponsorship are from 
American Tobacco, B&W, Scott Pa- 
per, S. C. Johnson, Alberto-Culver, 
L&M, GM, Alcoa, Armstrong, Revlon, 
Lever Bros., Ford, General Mills, 
Bristol-Myers, Allstate, GE, Texaco, 
AHP, Philip Morris, National Biscuit, 
R. J. Reynolds, Sterling Drug, GF, 
P. Lorillard, U. S. Steel, Colgate- 
Palmolive, J. B. Williams, Westing- 
house, AT&T, Best Foods, Warner- 
Lambert, National Dairy, and Rals- 
ton-Purina. 



XEROX' FIRST TV 
IS CBS REPORTS 

First tv buy for Xerox Cor- 
poration is half sponsorship of 
a series of eight CBS Reports 
starting 9 October. 

Campaign is on behalf of its 
office duplicating equipment. 

Agency is Pappert. Koenig, 
and Lois. Inc. 




(L&M cont. from page 7, col. 3) 
manager of KTTV. 

Besides planned events scheduled 
in advance, 
the deal in- 
cludes cover- 
age of fast- 
breaking spe- 
cial events, 
plus station- 
produced doc- 
umentaries. 

Lawrence W. Robert Breckner 
Bruff, L&M v.p. in New York, com- 
mented, "We believe that this 
unique and 
varied year- 
round pro- 
gram is de- 
signed ideally 
to appeal to 
the sports- 
minded, com- 
munity con- 
Lawrence Bruff scious resi- 
dents of the vital Southern Cali- 
fornia area." 

Added Breckner: it is now possible 
for KTTV to provide "the largest, 
most varied and most comprehen- 
sive local special events and public 
affairs coverage in television his- 
tory." 

He continued, "Television reaches 
its greatest heights when it assumes 
the role of the on-the-scene reporter 
of great events, both predictable and 
unexpected." 




New group acquires control 
of John E. Pearson rep 

A controlling interest in the John 
E. Pearson Company has been ac- 
quired by a group whose principal 
members are Joseph Savilli, Ralph 
W. Neil, Arnold Hartley, and Edward 
B. Connolly. 

Pearson is a national radio/ tv rep 
specializing in Negro stations. 

Savilli becomes managing direc- 
tor and Pearson himself becomes a 
consultant. Ray Henze will manage 
the office in New York, Bob Flanigan 
in Chicago, Jon Farmer in Atlanta. 
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The March. 1961, Fresno .A , 
survey again proves that KM.]- 
TV is Fresno's favorite TV sta- 
tion. 

KMJ-TV has more quarter 
hour wins Monday through Fri- 
day . . . from sign-on to sign-off 
. . . than the other two Fresno 
stations combined. This is true 
both for the Metro Area and for 
total homes. 

And KMJ-TV's movies have 
unusual audience appeal. The 
afternoon movies Monday 
through Friday were tops in 
every quarter hour rating from 
3:00 to 5:00 p.m. The Sunday 
Cinema Special from 4:00 to 
7:00 p.m. had a 21.5 rating com- 
pared with ratings of 10.4 and 
9.7 by the other two local sta- 
tions. 




CLASS with K/WJ*TV 

CALI FO R N I /X 



v 



McClATCHY BROADCASTING COMPANY 

SACRAMENTO. CALIFORNIA 
NATIONAL REPRESENTATIVE 
THE KATZ AGENCY 
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1020' 
above 
average 
terrain 



SERVING 
THE QUINT CITIES 



BETTENDORF 



ROCK ISLAND 
MOUNE 

East moune 



WOC-TV Channel 6 

D. D. Palmer, President 

Raymond E. Guth, General Manager 

Pax Shaffer, Sales Manaqer 

Exclusive National Representatives 
Pelers, Griffin, Waadward, fnc. 




by Joe Csifla 

Sponsor 

backstage 

Joe E.'s pastel-colored world 

Ah far as 1 know none of the critics liked the 
first "Open End" show on its new outlet. 
WNEW-TV. (It had. of course, previously had 
a long run on WNTA-TV.) Jack Gould, in the 
Mew York Times, dismissed it as '"vacuous bab- 
ble,'' and the one reporter-critic on the panel. 
Marva Mamies, wanted to know why Frank 
Sinatra and the Clan rated a two hour discus- 
sion on a television station in prime time in the nation's number 
one market. 1 loved it for one reason above all others. It marked 
one of the few television appearances of a comic, who to me, is 
unique, purely one of a kind, and the likes of which we will never 
see again. I'm talking, of course, about Joe E. Lewis. Normally, 
in order to catch Joe E., it is necessary to get yourself pushed around 
at the Copacabana in New York, the Chez I'aree in Chicago, or any 
one of a dozen other cafes. 

1 agreed with Miss Mamies, one of our brighter and most articu- 
late lad\ writers, that Sinatra and his scout troop, are made over 
much more than their individual or collective talents warrant, and 1 
have a wholesome respect for their talents. 1 also, however, agreed 
with Jackie Gleason that from the standpoint of showmanship, 
glamour, color and the other ingredients which enable a performer 
to make regular and large deposits in his favorite bank, Sinatra and 
his little band were being very smart and would he idiots to fore- 
sake a formula which has proved so successful. Especially since it 
affords them at the same time full opportunity to play all the games 
so dear to their juvenile hearts. The very fact that David Susskind's 
first show on his new outlet was to be devoted wholly to a discussion 
of the naughty descendants of the original Rat Pack from Holmby 
Hills was ample testimony to that. 

Susskind: foolish, pompous 

Of the entire group (in addition to Lewis, Gleason and Miss 
Mamies, there were Ernie Kovacs, Toots Shor, Lenore Lemnion and 
Richard Gehman) only Joe E., floating sleepy-eyed in his lovely, 
private pastel-colored world, struck exactly the note warranted by the 
topic and the foolishly pompous conduct of Susskind. 

Becoming more gently debonair and wobblingly dignified with 
each si]> of his beverage, Lewis put the stuffy moderator in his place 
early in the proceedings. 

"Now, Joe Lewis." ordered Susskind, "you tell us about Sinatra. 
He played you in a picture about the story of your life. . . ." 

Lewis turned to face Susskind, lifted his eyebrows and his glass. 

"Joe E.! Lewis," he said, and drank to his renowned middle 
initial. Then lie proceeded to tell the group and the audience about 
Sinatra. 

(Please turn to page 14) 
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And ... Tea Time or anytime of the day or night SPOT RADIO 
brings the Tetley Tea sales message to millions of listeners. 
Through Ogilvy, Benson & Mather, Tetley Tea matches advertis- 
ing effort to sales potential market by market . . . with no waste 
circulation. 

Interested?. . . Your HR man will show you all the facts.Call him 
today. 

The Tetley Tea Taster 
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THE CAT 

is still available in your 
market . . . you owe it to the 
children in your audience 
to give this world-famous 




cartoon character equal 
time in the interest of pure 
entertainment. 




UnquestionabJ y today's best 
buy in new cartoons. 260 
episodes in Black and White 
and Color. 



Screen FELIX 



now! 



CALL OR WRITE 
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Sponsor backstage (Continued from page 12) 



■'1 go out with him quite a bit." he said, "and he's dull. He never 
does anything. . . . When he was making the picture, playing me, 
there was a scene where he was standing at the bar. and he had to 
refuse a drink. They had to call in a stunt man to play that scene. 

". . . But he's all right, really. He drinks about a quart a day 
now. and he better be careful because that's how I started. . . ." 
About this clan business, so what, we had a clan in my dav. too. 
There was Clara Kimball Young. . . ." 

At one point Miss Marines got ofT a scathing and lengthy de- 
nunciation of Sinatra. 

"I don't know," said Joe E. gently, when she ran out of gas, '"1 
don't care what you say, I don't like Sinatra that much." 

He revealed, a little later on. that he was planning to organize a 
new Clan of his own. "I'm gonna have President Kennedy, and 
Mickey Mantle, and Judge Marovitz in Chicago. . . ." 

Mention of his old friend. Judge Marovitz, reminded Joe E. of 
the distinguished Judge's great philosophies. 

"Judge Marovitz," he reflected, gazing thougbtfully into his cup. 
''who said: 'It's not so bad if you let money slip through your 
fingers. It's not even so bad if you let love, or friendship slip 
through your fingers, but if you let your fingers slip through your 
fingers . . ."' he shook his head sadly, "then you're in trouble." 

Kovacs' quips 

By the time Susskind recovered from this philosophical gem, 
Ernie Kovacs had moved in. 

''You show me," said Ernie, "a cowboy who rides sidesaddle, 
and I'll show you a gay ranchero." 

For some reason Susskind and all the panelists stared at Joe E., 
who was in turn staring fondly at something immediately in front 
of his eyes, visible to no-one but himself. You would have wagered 
he had not even heard Kovacs. But by some mildly miraculous, 
pixie magic sense he became aware that he was being called upon 
by his companions. Again he lifted his eyebrows and his tumbler. 

"Show me,'"' he said, "a Czechoslovakian who is an expert forger, 
and 1 11 show you a bad check.'' 

He toasted the Czechoslovakian forger to whom he had referred, 
and all the other Czechoslovakian forgers in the world, wherever 
they might be. He didn't say that, but you knew that was what 
he was doing. 

Susskind pressed Joe E. (and he was careful, after the initial rep- 
rimand, to use the E) to tell about his work in radio. 

"Oh. yeah," said Lewis, "I had a radio show. They took a 
Hooperating one time and they found out that 75% of the people 
in the studio weren't listening.'' 

With that remark Joe E. dismissed his career in broadcasting. I 
know the suggestion has no chance of being adopted, but I do wish 
somebody would put Lewis on television with a show T of his own. 
Just Joe E. and one or more people per show for him to talk with. 
It wouldn't matter who the people were. If Susskind couldn't still 
his elfin, other world warmth and humor nobody possibly could. 

It would make a great four a.m. to dawn show. Joe E. could 
come over right after he does his last show at whatever club he's 
working. And it would be a natural for a sponsor like Coca Cola 
or the American Dairy Association. ^ 
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(aH 6 ABC owned radio stations sparked a big community action drive for automobile safety) 

The key to safety is community action. And words spark thousand specially created announcements were broad- 
action. The words came from people like the officer in cast by the ABC owned radio stations in six of the nation's 
charge of the Golden Gate Bridge; President of the largest cities: New York, Chicago, Pittsburgh, Detroit, Los 
National Safety Council; Indianapolis 500 winner; Presi- Angeles, and San Francisco. Once again, the ABC owned 
dent of the American Medical Association. These and radio stations are proving we can produce the kind of radio 
other interesting people participated in another ABC that generates community action — and listener respect. 
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^ 555 5*2 



Pleased with us 

I hat wa- some {•lory you rallied 
nil u> in your i>~nc of 21 \uglHt. 
;ind we are nil enormously pleased to 
mt m'oy-or update I))- a number of 
M-ai- it.- first Le-toil media report. 

\s your writer put it most accu- 
rately there've been a lot of changes 
in the wav Le>toil buys time. ViV aie 
'|iiite proud of Leu Tardier at the 
agent y for having put media on a 
"pici ision-huilt" ba-is. 

Charles McCarthy and I aren't ex- 
actly the sharpest of Irishmen, so on 
hehalf of hoth of Us. our apologies 
to your man for having burdened 
li i ui with -o much material. He is to 
he all the more commended for hav- 
ing -een the wheat for the chaff. 



Our thanks for a factual and well 
balanced report. 

Daniel K. llogan. Jr. 
president 

Lestoil Products. Inc. 
llolyohe. Mass. 

Happy to help 

Just a note to tell you how much I 
appreciated the articles and editori- 
als you have been doing on the issue 
of government program control, 
which may be somewhat immodest 
inasmuch as in one of them vou gave 
quite extensive coverage to the re- 
marks that I made at .Northwestern. 

In connection with your article on 
page 68 of the I 1 September R*tie. 




WAVE -TV gives you 
28.8% more SMOKERS 

—and they puff literally 2S.S^c more 
cigarettes, cigars and pipe tobaccos! 

That's because WAVE-TV ha? 28.8^ more 
viewers, from sign-on to sien-ofF. in any 
average week. Source: N.S.I.. July, 1961. 

CHANNEL 3 • MAXIMUM POWER 
NBC 

LOUISVILLE 

THE KATZ AGENCY, Nalionat Representatives 




can you direct ine to the proper place 
to obtain a copy of the Ketehum. 
MacLeod & dove pamphlet? 

\V. Iheodore Pierson 
Pierson. Hall & Dowd 
1l r asliington, D. C. 

9 ll you wi.h xn obtain a c**py of the ]>ainplikt write 
llrf-ctlj to Kitdirnl. Vlacl-ful A; drove. 153 E 4i SL. 
N V 17. ivv liavt' illicitly lnturmfd Mr. l'ier^on. 



Lending a helping hand 

\s the following story concerns a 
vast majority of the general popula- 
tion of the southwest, reflecting their 
generosity, human kindness and will- 
ingness to help their fellow man in a 
manner embracing the true spirit of 
our free democratic way of life, by 
their giving $185,000 worth of 
food, clothing, bedding and S3 .948 
in ea-h in seventv-tuo hours, we feel 
\our readers will be interested. 

Trigg-Vaughn radio and tv sta- 
tions \\ ROD. El Paso and KOSA. 
Odessa. Texas were among the first 
to come to the aid of hurricane rav- 
aged residents of the Texas Gulf 
Coast Area. On arrival of word that 
thousands were homeless, needed 
food and clothing, the two operations 
immediateh began appeals to listen- 
ers and viewers to contribute what 
thev could for hurricane relief. Our 
stations received contributions from 
Kl Paso. Hatch, Silver City, Las 
Cruees. Alamagordo. Ilobb-. Fort 
Stockton, Eunice- Jal and many other 
Texas and New Mexico towns. To 
date, with contributions still arriv- 
ing. KROD radio and tv, and KOSA 
radio and tv . have dispatched nine 
huge trailer truckloads of canned 
foods, clothing, and bedding, with a 
conservative c.-timate of cash value at 
$18.1.000. In addition, residents of 
Odessa. El I'aso and surrounding 
areas generouslv contributed a total 
of $3.9-18 in Ciish for aiding the vic- 
tims of Hurricane Oarla. The size of 
contributions ranged from children 
with a can of food to companies with 
a hundred cases of canned fods . . . 
and from $.10 to $100 cash. 

.Numerous chic and fraternal or- 
ganizations in various towns and 
cities in both .New Mexico and Texas, 
aided in the picking up of contribu- 
tions from people unable to bring 
donations to the stations. 

Jim Suggs 

promotional director 
Trigg J 'an glut Stations 
Odessa. Tex. 
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Says Leonard Patricelli: 

Vice President, Programs, WTIC-TV, Hartford, Connecticut 




"We bought Seven Arts' 
Vol. II because 
you've got to have 



mm 



3M 



for PRIME TIME 



"Warner's 'Films of the 50V have name value 
and story line, two of the main points I 
weigh when I compare the quality of feature films. 

We couldn't afford less than the best for 
AFTER DINNER MOVIES, 7 to 9 Monday nights." 



Leonard Patricelli 




Warner's films of the 50's. 
Money makers of the 60's 




SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 

Motion Pictures — "Gigot", starring Jackie Gleason, completed shooting 

in Paris . . . Gene Kelly directing . . . 

Theatre — "Gone with the Wind" in preparation... 

Television — Distribution of films for T.V., Warner's "Films of the 50's"... 

Literary Properties — "Romancero" by Jacques Deval . . . 

Real Estate — The Riviera of the Caribbean, Grand Bahama, in construction . . 



NEW YORK: 270 Park Avenue YUkon 61717 

CHICAGO: 8922 D N. La Crosse. Skokie, III. ORchard 4 5105 
DALLAS: 5641 Charlestown Drive ADams 9 2855 

L.A.: 232 So. Reeves Drive GRanite 6-1564-STate 8 8276 

For list of TV stations programming Warner Bros "Films ol 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 



kiddy 



[ cornered 




WPIX-ll has a "corner" on the kiddy market. During the late afternoon and early evening 
hours when children dominate TV viewing, wpix-11 dominates all competition seven 
days a week. Every year the biggest new children's show is fed into the most fabulous 
back-to-back lineup of children's shows in television. This year it's dick tracy. No other > 
station comes close in delivering the tremendous New York children's market of more 
than three million youngsters. 

NEW YORK'S PRESTIGE INDEPENDENT 




Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 




SPONSOR -SCOPE 



2 OCTOBER 1961 You may think tliem a bunch of Cassandras but there are ageneymen who bc- 

owijht i wi lieve that a prime threat facing tv as a loyal medium is the spread of the practice 

sponsor °f bartering time for the sponsor's merchandise on a grand scale. 

publications inc. The practice, according to these warning-pointers, is rapidly making headway on two 

fronts: 

1) The entrepreneur who goes to national advertisers and offers to take in place of cash 
an equivalent amount of their manufactured product at wholesale value for partici- 
pations in a well-known entertainment property placed on stations in a stated number of major 
markets. 

2) Stations, particularly around Christmas time, accepting merchandise in lieu of money, 
figure that they can use this stuff as gifts to customers and prospects. 

The question raised by the alarmed agency people: how can we expect our client to pay 
cash for his tv spot advertising when he sees his competitors are able to get the same sta- 
tions by putting up so much of his product? 

Noted one accountman: "If a competitor of one of our clients should consummate a 
huge barter-time deal he's now working on, we can look forward to $2 million in tv spot 
billings going out the window next year." 

The two outstanding gambits of the past week in national spot tv had to do with 
availability calls on two Christmas promotions: Remington electric shaver (Y&R) 
and Shulton toiletries (Wesley). 

Shulton will be using over 100 markets and Remington will be using 60 markets, each for 
four weeks. 

Other spot tv activity: Tide (B&B); Mobiloil (Bates); Calumet Baking (FC&B), 
13 weeks; Lever's Breeze (SSC&B), day and fringe minutes, six weeks. 22 October start; 
Kayser Hosiery (Daniel & Charles), prime I.D's, day and fringe minutes, two flights, first 
one 14 October; Duffy-Molt apple juice (B&B), night minutes, six weeks, October 22; 
Raleigh (KM&J). 

Apparently, if he'll pay the right premium and not concentrate on major mar- 
kets, an advertiser can get himself a nice batch of nighttime 40-seeond tv spots: 
Y&R has found this out in setting up the current campaign for Gulf Oil. 

In the Gulf quest Y&R was rather surprised by the number of 40-second breaks it was 
able to get for Gulf and the choice periods involved. The average price paid for the 40's: 
150% of the 20-seeond rate. 

Another account at Y&R interested in 40's: Johnson & Johnson. 

P.S.: Colgate (Bates) is interested in the 30-seeond spot as a possible franchise tool. 
In any event, the agency last week put out a call for 30-second availabilities. 



A mission that incurred much notice among Madison Avenue's tv gentry: Wil- 
liam Paley and president Frank Stantcn spending a week in Hollywood sizing up 
the programing plans and ideas among suppliers of every rank and persuasion for 
the 1962-63 season. 

It was this listening to everybody that particularly caught the fancy of the interested 
agency people. 

Also, it was the first time that the two had repaired tandein on a long-range objective of 
this sort. One anticipated outcome: a significant change in tang and class of the CBS 
TV program lineup for next season. 



SPONSOR • 2 OCTOBER 1961 



19 



SPONSOR-SCOPE continued 



The big topic of palaver among Madison Aveiiueites last week was the Arbitron 
scored by the initial feature of NBC TV's Saturday Night at the Movies against CBS 
TV's Cunsmoke and Have Gun Will Travel. 

The figures: Movies got a two-hour average of 24.3. Against Gunsmoke it ran 26.5 to 
18.4 and against Have Gun, 24.4 to 16.4. Movies' peak rating (10:30-11) was 27.4. 

Admen are now speculating at the implications of all this in terms of programing. Will 
the other networks start contemplating features in their future? 

(See SPONSOR HEARS, page 56, on possible impact on CBS TV scheduling.) 



Burnett last week brought into sharper focus a procedure that's been growing 
in spot radio: asking reps whether they've been authorized by their stations to clear 
schedules from national advertisers at local rates. 

The query was in connection with a Schlitz campaign. 

Burnett explained that it preferred not to bypass the Chicago reps if the same end — the 
local rate — could be achieved. 

Many of the reps approached by Burnett disclosed in a check by SPONSOR-SCOPE that, 
while they agreed it was bad policy to grant the local rate to national distribtuors, it was 
difficult for them to resist the trend among reps to take, when authorized, such commis- 
sionable business at local rates. 

As these reps put it, what makes it still harder to resist is the profession from agencies 
that they don't like the local-rating any better than the reps but that they are duty-bound 
to their clients to obtain the same rate available to a local or regional competitor. 



Coffee brand packagers in the New York area are bracing themselves for the 
expected invasion of Folger some time after the first of the year. 

As happened in the Folger invasion of Chicago and other markets in recent years, air 
media can count on being substantial beneficiaries. 

In the coffee price war that ensued in Chicago, Folger took off on a blitz that involved 
radio/tv saturation, deals to grocery chains, swamping of the mails with money -saving cou- 
pons, skywriting, and the forcing of at least one national brand off the supermarket shelves. 



At least the two leaders in the electric shaver field — Remington and Norelc 
have completed their tv plans for the battle of the Christmas trade. 

The scope of their tv operations: 

Remington (Y&R) : 24 commercial minutes on Gunsmoke, plus a total of 22 spots each 
in 60 markets over four weeks. Estimated home impressions: 680,000,000. 

Norelco (LaRoche) : 12 minute participations in ABC TV nighttime shows, plus 
weekend blitzes in 110 markets over eight weeks. Estimated home impressions: 770,000,000. 

As for Schick (NC&K), its Christmas push plans are still indefinite. It's bought a cou- 
ple of nighttime network participations and will get a few more minutes in Revlon properties. 
Meantime it's dickering for a block of barter time, which, according to reports, will involve 
an exchange of merchandise — that is, razors for time. 



The spread of the tv network spot carrier has made the brand advertiser more 
conscious than ever of the relative values he gets out of this type of participation as 
against the use of selective spot tv. 

In any event, it's this kind of analysis that Nielsen reports clients are putting more and 
more emphasis on in their brand research assignments. 

A highlight of the probing often sought: the best home prospects in terms of costs 
that spot can reach as compared to network participation shows. 
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SPONSOR-SCOPE continued 



The relative quiet that exists around tv network sales departments won't be of 
long duration. Come the November ratings the boys will be out beating the bushes. 

The reason : many of the advertisers — because of the heavy ratio of scatter plans, both 
night and day — aren't actually committed beyond Christmas. 

It's certainly not like the old lays— say, before the emergence of ABC TV as a full-fledged 
contender — when the vast majority of network advertisers were frozen in there for a full 
52-weeks and a network salesman could spend the winter in untroubled pensiveness. 

Tho9e last-minute buys on the Untouchables and Hawaiian Eye — both in the 
upper rating braekets — that you'll be reading about are due to overspending of 
the budget for the fourth quarter. 

Concerned in the selloffs are Brylcreem (FCB) in Untouchables and Carter Products 
(Bates) in Hawaiian Eye. 

Another sudden vaeaney that's come up in Untouchables: J. B. Williams' minute par- 
ticipation. This is to get away from a produet eonfliet with Miles Laboratories. 

Somewhat conspicuous by their absence on this season's tv network nighttime 
roster are the shirt manufacturers. 

To name three: Van Heusen, Cluett Peabody and Manhattan. 

They're not a complete loss to tv. Van Heusen has elected to use spot for its Christmas 
promotion. 

The tv networks are still picking up nighttime trade from last minute buyers, 
with all of it minute participations of an oddment nature. 

Buyers include: Texaco (B&B), two minutes each on National Velvet, Bullwinkle and 
Tales of Wells Fargo, to promote a special kid toy; Jergens (C&W), two minutes each on 
Ben Casey, Adventures in Paradise and Roaring 20's; Shulton (Wesley) , two minutes each on 
Checkmate, Cain's 100, Eyewitness, and the Investigators; Noreleo (LaRoche), 12 minutes 
in Bus Stop, Paradise, Hawaiian Eye, Ben Casey, the Corrupters and Roaring 20's. 

Incidentally, all three accounts are also using selective spot tv. In the case of Shulton 
it'll be a four-week sehednle in over 100 markets at the rate of five to 10 spots a week, 
with 27 November the starting date. 

In 1960 over 75% of national-regional spot hillings wound up in the top 50 
markets. 

SPONSOR-SCOPE's processing of FCC figures in 10-market batches shows: 

NUMBER OF MARKETS TOTAL SPOT TV EXPENDITURES PERCENTAGE 

First 10 3197,802,000 43% 

First 20 258,955,000 567c 

First 30 302,129,000 66% 

First 40 327,865,000 72 % 

First 50 345,834,000 76% 

Alcoa's (F&S&R) debut in daytime network tv with its wrap means an addi- 
tional 25 quarter-hours to the sponsored daytime total for the final 1961 quarter. 

The budget split: two-thirds for CBS TV and a third for ABC TV. 

Sports-oriented ABC TV has no intentions of putting the Wide World of Sports 
into mothballs. It eau use the audienee and, above all, the added revenue. 

The plan is to re-install the strongly flavored international series in a late Sunday or 
Saturday afternoon period after the first of the year. 
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SPONSOR-SCOPE continued 



Sellers of spot air media, after hearing Gail Smith's frank talk last week, came 
to the realization that they've still got a tough task in convincing the automotive 
manufacturers of the values of spot. 

Smith, who is now director of advertising and market research at General Motors, expati- 
ated on his conceptions of the assets and limitations of spot before the Detroit chapter of 
the Stations Representatives Association. 

(For a detailed report of Smith's remarks see SPONSOR-WEEK, page 7.) 



American Motors (Gcyer, MM&B) is using ABC as its radio arm for the intro- 
duction of the 1962 line, with spot as the tv anchor. 

Network Package, which starts 3 October, embraces co-sponsorship of the weekend news 
(21 broadcasts). Contract is for 26 weeks. 

Standard Brands' Walter E. Armstrong, speaking hefore the Pet Food Insti- 
tute's annual meeting in Chicago last week, ticked off a set of comparisons to pro- 
ject the dimensions of the dog food field, which is spending at the rate of S30 mil- 
lion a year for tv. 

The nub of his comparisons: 

• Dog food dollar volume in grocery stores has grown at a rate half again as fast as 
margarines and equal to that of cold cereals. 

• More money is spent annually on dog food in groceries alone than is spent on such 
important products as prepared baking mixes, canned baby food, tea, toilet soap, and pack- 
age desserts. 

From Armstrong's view the pet food business has just about scratched the surface, 
since only a third of it is commercially prepared. 



Sellers of spot radio should find some comfort from this: Bates has ordered 
from Nielsen its radio coverage survey, tagged NCS '61. 

Apparently, Bates is looking forward to pouring more of its clients' largess into radio. 

Another interesting sidelight as far as the Nielsen services are concerned: P&G has 
odered Nielsen's local tv rating services in six markets, even though this advertiser's 
top agencies are oriented on that score to ARB. 

According to Nielsen, the new coverage surveys have been sold to 350 radio stations 
and 150 tv stations. 



SPONSOR-SCOPE's midwest staff took a look into the latest avenues of the cos- 
metic business and found that eye makeup and hair products have easily become 
its biggest fast-developing items. 

The keys to this fantastic growth of recent years: 

• Women now change the color of their hair and eye makeup as often as they used to 
change their lipsticks. 

• Home permanents seen to be on the wane, since modern hair styling does not re- 
quire them as much as the styles that have lost vogue, with the result that color has become 
the raging fashion note. 

Incidentally, about 50% of the mass market products in the cosmetic business (sham- 
poos, sprays and hair dressings) are now sold through food chains and supermarkets. 
(For an in-depth study on the hair tint field see article on page 25.) 



For other news coverage in this issue: see Sponsor-Week, page 7; Sponsor 
Week Wrap-Up, page 60; Washington Week, page 55; sponsor Hears, page 58; Tv and Ra- 
dio Newsmakers, page 68; and Film-Scope, page 56. 
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AT YOUR SERVICE! S\ 



Ik u iiclnvord of C" US Television Shittons 



National Sales (formerly CBS '1 eievision Spot Sale?), now ihe national satasorjran 
i/ation for the five CBS Owned television stations exclusively. 

These five major-market stations are being sold now by the same full-strength 
staff" of sales specialists in six regional offices. . backstopped b_\ the same array 
of experienced research, promotion and sales service people What results is a 
finely- 1 lined sales force with the knowledge and the lime to be an "extra arm" 
to advertisers and agencies seeking top efficiency from their television dollars. 

An unbeatable combination — the salcS impact you get from the CBS Owned 
stations (wcbstv New York, wuhm-tv Chicago, k.v.xi I os Angeles, wcau-tv 
Philadelphia and KMOX-TN St. 1 oms) plus the sei \ ice-in-depth you get from CBS 
Television Stations National Sales (with r ales offices in Nk\ York. Chicago, Los 
Angeles. Detroit, San Francisco and A lanta) 




Ours is the land of bountiful living, where the average family stores 
"Hay" in Banks not Barns. We protect your confidence in us with 
these safeguards: 

1. Channel 2 for those extra Counties. 

2. CBS for the best In Public Service. 

3. 400,000 TV homes for greener pastures. 
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HAIR COLOR SALES ZOOM 

The field of hair preparations is 
a booming one. This is especially 
true in case of hair coloring 
materials. Rinses, tints and dyes 
sold to tune of $67,610,000 in '60 



Hair tint fracas- 
What it means to tv 



Hair tint struggle in cosmetic field will result 
in revenue spurt for the television medium as 
leaders launch new marketing, ad strategies 

mere decade ago only actresses and damsels of pliable virtue 
dyed their hair. 

Today hair coloring is as fashionable and respectahle as joining 
the Book of the Month Cluh or shopping in a discount house. 

American women now spend in the region of $60,000,000 annual 1\ 
on home application hair coloring kits. Five years ago an insignificant 
5% of the heauty parlor business came from hair coloring. Today 
professional heauticians derive a glittering $60,000,000 from hair 
coloring alone every year. 

Ohviously, the market for hair coloring preparations is enormous. 
Companies, large and small, interested in new ventures and expansion, 
are casting lecherous eyes at this lucrative and highly colorful industry. 
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All fleuie* in Ihousan 



Leading hair coloring 
product execs plan 
big television drives 




LEONARD LAV IN (above) pres. of Al- 
berto-Culver, believes in using both 
day and nighttime tv to promote hair 
coloring. Two generations of Clairol 
'savvy' (I to r): Richard Gelb, pres.; 
Bruce Gelb, v.p.; Lawrence Gelb, ch. 
of board, also stress big promotions 




Moreover, it spells vast sums of 
money to the broadcast industry. 
Makers of hair eoloring preparations 
are profoundly eonvineed that the 
broadcast medium is one of the most 
luminous roads to use in reaching the 
Ameriean women, a SPONSOR editor 
was told last week. 

"It is the biggest thing to hit the 
eosmetie industry in a long time," 
Stephen Mayham. executive viee 
president of the Toilet Goods Associa- 
tion said reeently. "The sales eurve 
is elimbing steadily. It looks as though 
hair tints eventually will be used as 
eommonly as lipstiek." 

The art of eoloring hair is a 
venerable one. Aneient Greeks and 
Romans bleaehed their loeks. The 
Babylonian and Assyrian noblemen 
and their female companions went 
in for considerable tinting and bleach- 
ing. Near perfection in hair eoloring 
was reached by Venetian patrieians 
who simply adored blonde loeks. They 
brewed a fragrant eoneoetion of lupin 
flowers with saltpeter, saffron and 
madder and then added a sprinkling 
of sour wine with spermaceti and a 
dash of lime and silver salts. Or a 
Renaissance wren bent on having 
"golden-thread hair'' might have 
blended alum with blaek sulpher and 
honey. Today, for a dollar or two, 
she gets an infinitely snazzier job 
with the eontents of an attractive 
bottle pieked up at the loeal apothe- 
eary shop. Or she may be one out of 
ten women who have their hair eolor 
treatments done onee a week at the 
beauty parlor or one out of four, 
who have it done onee or twiee a 
month at the beaut) shop. 

The Toilet Goods Association esti- 
mates the volume of sales on hair pre- 
parations alone now is considerably 
above a billion dollar annuall) in the 
United States. 

A recent Breek questionnaire re- 
veals almost two out of five women 
have tried a hair eoloring treatment at 
least onee in the past and three out of 
ten had had hair eoloring treatments 
during the past )ear. It was found 
that young and middle aged women 
were more likely- to try hair eoloring 
than older women. Another significant 
finding: the higher the woman's in- 
come, the more likelv it is that she 



tried hair eoloring. 

In reporting the highlights of the 
Breek survey, the American Hair- 
dresser, outstanding trade journal, 
noted that "of these women who have 
tried hair eoloring, more than half 
have tried temporary color; one out 
of three permanent color; three out 
of ten, semi-permanent eolor; one out 
of four, eolor shampoo, and almost 
one out of five, bleach. Use of tem- 
porary eolor increased sharply by- 
age, dropped as ineome rose, and in- 
creased with amount of gray in hair. 
Permanent color was more widely 
used by young women ; semi-perma- 
nent, by the young and middle aged, 
and bleaeh, overwhelmingly by 
younger women." 

Brown shades were preferred by 
32% of the women who went in for 
hair coloring treatment; 25% favored 
blonde, and 13% ehose red. 11% of 
the women seleeted gray and white. 
Blaek was ehosen by 6%. 

Praetically a new eomer in the hair 
eare sphere but playing no insignifi- 
cant role in the market is Alberto- 
Culver. The firm is a great believer in 
the use of television to promote its 
numerous produets. Among the pro- 
duets it manufacturers: Tresemme 
Oil Bleaeh whieh lightens and condi- 
tions in various eolors; Tresemme 
Dye Solvent. Alberto VO-5 and a floek 
of other beauty preparations. Alberto 
VO-5 is one of the largest selling 
women's hair conditioners. Its mak- 
ers say it is the only major hair con- 
ditioner without any water in it and 
is a blend of five oils with lanolin as 
the biggest derivative. 

In the short span of six years the 
eompany, under the presidency of 
Leonard H. Lavin, has been propelled 
to one of the foremost positions in 
the eosmeties and toiletries industry. 
The firm promotes Tresemme on both 
day and nighttime programs using a 
high fashion theme. Lavin looks at 
the hair-eoloring renaissance "as the 
age of enlightenment in which they 
have eome to realize that hair eolor- 
ing now is safe, easy, and eeonomieal, 
and ean be a real beauty asset.' 1 Baek 
in 1955 the extent of its television 
commitments added up to three week- 
ly spot announcements. It is currently 
buying participations and partial 
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sponsorships on all three webs in 
addition to a heavy spot schedule in 
30 top markets. In 1960, its network 
tv expenditure amounted to $8,822.- 
038. It spent §1,242,160 in spot tv 
last year. More than $1,000,000 was 
spent on its hair coloring product 
alone over network tv, according to 
the Television Bureau of Advertising. 
For the first six months of this 
year the firms spent nearly one-half 
million dollars promoting hair color- 
ing on tv and approximately $20,000 
in spot tv. 

Helene Curtis Industries. Inc.. 
headquartered in Chicago, and one of 
the major advertisers in television, 
uses the broadcast medium primarily 
to promote its Product Division 
brands which include Spray Net, Gay 
Top hair dressing. Shampoo Plus Egg, 
etc. Another Helene Curtis division. 
The Beauty Salon Division, is one of 
the major suppliers of professional 
supplies for beauty shops. Products 
include permanent waves, shampoos 
and hair preparations, including hair 



color products. Color Es^eiibe. Curtis' 
line of permanent tints, is proentlj 
being introduced in major markets. 
Included are 15 different shades in 
creme toners, and 18 shades in creme 
color shampoos. Helene Curtis also 
makes Woman of the World tempo- 
rary color rinses in eight colors 
(Vienna Auburn, Roman Beauty, 
English Pewter, Parisian Brunette, 
Scandinavian Blonde, Flanders Flax- 
en, Alpine Mist. Colleen Red I. The 
two Curtis hair color products are 
sold only to beauty salons. The com- 
pany told sponsor it has no plans 
for television ad\ ertising of its salon 
color products. 

Speaking of the hair coloring out- 
look in the United States. Arthur 
Caplin, director of marketing for the 
beauty salon dhision of Helene Curtis 
Industries, told sponsor: "in the 
complicated world we live in today, 
the psychological impact on women 
of increasing age is heightened by the 
emphasis placed on the role of youth. 
This is reflected in a burgeoning 



market demand for hair coloring 
products which aid in maintaining 
youth. Recent improvements have 
made the maintenance of hair color 
so easy that today no woman must 
look prematurel) old because of gra\ 
hair." Helene Curtis spent al»ut 
$10,000 in spot television on Wonder 
Rinse last } ear. 

Largeh responsible for changing 
the moral attitudes towards hair col- 
oring in America was Tintair 
launched in the early 50's. Once a 
powerful leader in the field, it ran 
into difficulties with Federal regula- 
tory agencies. Both its chemical con- 
tent and advertising methods were 
questioned. Today it is staging a 
vigorous comeback w ith an ad budget 
of some $800,000 for this year, twice 
the sum it spent last year. Its agency 
is Kastor, Hilton, Cheslev, Clifford & 
Atherton. 

A. Mitchell Finlay, president of 
Bymart-Tintair, told SPONSOR, that 
his firm plans to increase its expendi- 
( Please turn In page \6) 



Hair tint sponsors like all kinds of shows in promoting hair color 



Helene Curtis buys quarter hour Alberto-Culver Co. is buying 
participations in soap operas into action-adventure dramas 



Revlon has decided upon the 
special for its many products 



J 






'As the World Turns' (CBS TV) 



'Target: The Corruptors' (ABC TV) 



'Bob Hope Special' (NBC TV) 
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BUFFALO STUDY SHOWS RADIO 



^ Bruskin research on Bells-IGA shoppers in Buffalo 
proves radio's ability to sell specific food items 

^ In radio only since 1 Jan., $30,000,000 food chain 
finds 20% of shoppers bought radio featured specials 



^^onclushe evidence of radio's 
ability to move specific supermarket 
items was turned up in a recent study 
conducted by R. II. Bruskin Associ- 
ates of sboppers in food sbops in the 
Buffalo area. 

Personal interviews outside 10 
Bells-IGA supermarkets with shop- 
pers who had just completed actual 
purcha>es of canned goods, baked 



goods, meat and produce showed 
that over two-fifths of Bells custom- 
ers were aware of Bells' radio com- 
ineiicals, that two-thirds of these 
could recall some part of the mes- 
sages, and that half of those exposed 
to Bells-IGA radio advertising sub- 
sequently had purchased radio-adver- 
tised specials. 

Bells-IGA, third largest supermar- 



ket group in the Buffalo area, oper- 
ates 28 stores with a total yearly vol- 
ume of $30,000,000. 

Until last January, their advertis- 
ing, like many other supers had been 
traditionally in newspapers. 

Radio schedules, beginning the 
first of the year were given 15% of 
the total yearly ad budget of $270,- 
000 (5% was set aside for tv). 
Three radio stations, WKBW, WEBR, 
WBNY received the bulk of the radio 
appropriation with schedules of ap- 
proximately 60 30-second spots per 
week. (Minutes were used in the 
WEBR Trafficopter morning pro- 
gram.) 

Radio copy has been occasionally 
institutional, but mainly features spe- 




28 SUPERMARKETS IN BUFFALO AREA, figured in Bells-IGA radio drive. Here, Karl Manhardt, A.e. Ellis Advertising, Robert Abels, 
exec. v.p. Bells-IGA, Jim Arcara, s.m. WKBW, and Norm Schoenig adv. man. Bells-IGA discuss plans for Bruskin radio research project 
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POWER FOR SUPERMARKETS 



cial items; schedules have been 
Iieavied up for openings and special 
events. 

Despite the relative newness of 
Bells-IGA radio announcements the 
Bruskin firm, which has done a num- 
ber of RAB studies, found heartening 
evidence of radio's sales vitality. 

A total of 511 women outside 
Bells-IGA supermarkets who had pur- 
chased one or more items of meat, 
produce, canned or baked goods were 
interviewed, often within a few sec- 
onds of leaving the check-out coun- 
ter. 

89% reported they had seen or 
heard some form of Bells-IGA adver- 
tising, and as might he expected, 
most first mentioned newspapers. 

However, when asked "Have you 
heard any radio commercials for 
Bells-IGA Supermarkets?" 40.9% 
said they had and proved their fa- 
miliarity by mentioning specific groc- 
ery items or copy points. 

Of those aware of the supermar- 
kets' radio spots, 38.3% mentioned 
items on sale, and an additional 
10.5% mentioned specials of the day, 
week or weekend. 

Particularly significant to radio 
and advertising men were the ques- 
tions linking radio awareness to actu- 
al purchasing. Newspapers which 
have long contended that "radio is 
just good for institutional advertis- 
ing" will find their arguments refuted 
by the Bruskin figures. 

49.8% of the shoppers who were 
aware of Bells-IGA radio commer- 
cials reported that they had pur- 
chased Bells-IGA radio-featured spe- 
cials. 

Among the radio-featured specials 
most mentioned as having been pur- 
chased were bacon, 23.1%; eggs. 
19.2^: sugar. 18.3%; meat (any 
mention). 9.6%; coffee, 7.7%; cook- 
ing oil or shortening. 6.7%; chicken. 
5.8%; butter. 4.8%; vegetables. 
3.8%. 

Equally interesting were the facts 
uncovered by Bruskin Associates on 
radio listening during the day of in- 
terviewing. 

42.3% of the Bells-IGA shoppers 
had listened to radio that day. Their 




CONDUCTED outside 13 Bells-IGA stores, the Buffalo study surveyed only the women who 
had actually purchased canned goods, baked goods, meat or produce at the supermarkets 



Highlights of the Bells-IGA study 



1. 40.9% of shoppers had heard Bells-IGA commercials though 
announcements had been on the air only seven months. 



2. 49.8% of those who had heard Bells-IGA radio announcements 
had purchased radio- featured specials. 



3. RcidiO- featured specials most often purchased : 



BACON 23.1% 

EGGS 19.8% 

SUGAR 18.3% 

MEAT (any mention) 9.6% 

COFFEE 7.7% 



4. TwO-fifthS of women had heard the radio on the day of 
the interview. 



5. 54% of those ivho had heard the radio that day, did so within 
an hour before shopping. 
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Radio vs. Sunday newspaper ad 

/// the Buffalo study uoineii were asked if they had seen the Bells-IGA 
Sunday ad and had purchased items featured. 

Saw the ad 198 

Purchased featured items 74 

By contrast, here are similar results for radio. 

Had heard commercials 209 

Purchased featured items 104 

Bells-IGA currently spends 80' < of its S270.000 ad budget in news- 
papers, lo^c in radio. 5 r t in tr. 



mean average for lifteuiug was 1.6 
hours, broken down as follows: 

15 minutes or less . ll.l r » 

Over 15 minutes-30 min. 23.1 
Over 30 minutes-1 hour 19.9 

Over 1 hour-2 hours 16.2 

Over 2 hours-3 hours 11.1 
Over 3 hours-4 hours 7.4 

Over 4 hours 9.8 

Unreported ... 1.3 

Asked ''Where was it that \ ou last 
heard the radio, shoppers answered. 

Last listened at home 63.4 c '< 

Last listened in the car 34.7 
Last listened some other 

place ... 1.9 

The sample of 511 women obvioush 
represented substantial shoppers. Re- 
porting on what they had just 
bought — 

57.5% had purchased canned 
goods 

68.1% had purchased baked goods 
78.3% had purchased meats 
69.3% had purchased produce 
Commenting on the sunej. R. H. 
Bruskin Associates notes as a prime 
conclusion, "Radio is an effective me- 
dium in conveying Bells advertising 
message.' 

James Arcara. sales manager for 
WKBK which commissioned the 
study., believes that the following 
points are of extreme significance to 
other radio advertisers and broad- 
casters: 

The studv was exclusivelv amoim 
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female adult supermarket shoppers, 
and conducted at the point of pur- 
chase, rather than in the home. Both 
points. sa\s Arcara. make the Brus- 
kin research more valuable than 
other, more general radio studies. 

Of the Bells-IGA shoppers inter- 
viewed. 97.1% were married and 
72% were in the 27 to 50 year age 
class ''the female subgroup that con- 
trols the family purse strings." 

The impact of Bells-IGA radio is 
particularly significant in as much as 
the chain gives 80% of its advertis 
ing funds to newspapers (two metro 
politan dailies and 12 community 
papers) and its radio schedules had 
been running for only seven months 
at the time of the study. 

Agencies with food and supermar- 
ket accounts will be particularly in- 
terested in the Bells-IGA ad strategy 
and the test results, inasmuch as the 
emphasis on specific specials runs 
counter to the way certain other super- 
markets have used radio. 

Sponsor (31 July 1961) while 
noting that '"Supermarkets represent 
a super chance for radio,'' reported 
that such chains as Safeway and 
Daitch Shopwell use radio primarily 
for institutional-type copy. 

The Bells-IGA experience bears out 
what many radio men have long con- 
tended, that the medium can be as 
effective as any other in promoting 
specific retail items. ^ 



HOW CAN 

^ New Commission proce- 
dure for logging, program re- 
ports may cost SlO-15,000 

^ Michigan station devises 
plan for check of program 
types vs. license promise 

N ew FCC rules and regulations 
which may have a far reaching effect 
on the structure and programing of 
both tv and radio have broadcasters 
in a shock and confusion as the 
1961-62 season gets under way. 

In an industry already over- 
whelmed with paperwork, the pro- 
posed FCC requirements on station 
logging and on reports of program- 
broadcast will, it is believed by com- 
petent observers, cost each of the 
more than 5.000 broadcast stations 
in the country an additional $10,000 
to $15,000 per year for clerical and 
other help. 

Whether such voluminous record- 
keeping will, in the long run. do 
much to raise program standards in 
either radio or tv is very debatable. 
But as long as the Minow-headed 
Commission seems bent on creating 
its own type of paper work snow- 
storm Washington attorneys who 
represent broadcast stations are ad- 
vising their clients 1) "make sure 
your own house is in order. ,T and 2 I 
"Don't let yourself be a guinea or a 
test case." 

Heart of the problem is of course j 
the question as to whether a station's 
programing actually coincides with 
promises made in its license applica 
tion. On the surface this might seem 
easy to determine but the very frag 
mentation and flexibility of broad 
casting often makes detailed break 
downs laborious. 

Broadcasters and agencies and ad- 
vertisers doing business with radio/ 
tv stations will be interested in the 
system recently instituted at WJIM- 
I TV, Radio and FM) Lansing. Mich, 
by Harold F. Gross, president. 
(Please turn to page 53) 
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STATIONS SATISFY THE FCC? 



WJIM STATIONS KEEP WEEKLY % RECORDS 

In Lansing, Michigan, stations W JIM-TV, maries" for seeing that programs broadcast 
WJIM-Radio, and WJIM-FM have instituted follow the percentages for each program type, 
a new system of weekly "Program Type Sum- as represented in WJIM license applications. 
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REACH, McCLINTON MED I A MEN 



Martini & Kossi whimsical, multi-ending spot series 
raises media problem; solution sparks N.Y. sales hike 

^ Two-station, vertical plan provides main thrust for 
drive designed to expose viewer to variety of spots 



w. 



lien the wits of Reach, McClin- 
ton's creative staff came up with a 
series of four 20-second tv commer- 
cials, all presenting the same whimsi- 
cal situation, but each with a differ- 
ent ending, the agency's media de- 
partment had some investigating to 
do. 

It was readih determined that fre- 
quency was the prime goal for these 
commercials, assembled on behalf of 
Martini & Rossi imported vermouth. 
The importance of reach was not 
overlooked of course, but it was felt 
that for best results viewers ought to 
see all. or nearly all. of the commer- 
cials in the series. To see just one 
would not convey the ingenuity' of 
the several endings. The more end- 
ings each viewer saw. the more his 
interest would be aroused, and the 
more likely he would be to pass his 
viewing experience on by word of 
mouth. So runs the explanation of 
Reach, McClinton v.p. -media director 
Philip C. Kenne) . 

All of the commercials depict a 
scene in the cabin of a "rocking ship'' 
and feature a Martini & Rossi crate, 
out of which reaches a human hand 
(with bottle and glass I. and a port- 
hole. In the course of each commer- 
cial, the hand emerges from the open 
half of the crate top and places a glass 
and a Martini & Rossi bottle on the 
closed half. While the crate continues 
to rock along with the ship, the hand 
pours vermouth out of the bottle into 
the glass. 

Rottle and glass are turned loose 
and slide back and forth with the 
rocking, first to the nearby porthole, 
then into the other side of the crate. 
The four endings consist of the hand's 
attempts, with cliff-hanger suspense, 
to save bottle and glass from falling 



out the porthole or off the other side. 
In one it succeeds in salvaging both 
slipping, sliding items, while in the 
others either bottle or glass disap- 
pears out the porthole or off the 
crate's other side. 

While the Reach, McClinton media 
brains agreed that frequency (with 
proper reach) was the way to give 



these Martini & Rossi mystery-comedy 
announcements the appropriate send- 
off, it remained to determine the best 
way to achieve this within the budget- 
ary allotment for the New York 
metropolitan area where the cam- 
paign had its maiden voyage. At the 
early planning stages, these ap- 
proaches were examined : 

• Concentrate on the three net- 
work stations, on the rationale that 
high ratings are necessary to accom- 
plish duplication 

• Schedule spots adjacent to like 
program types 

• Schedule announcements prior to 
and after the same program 

• Schedule spots, at intervals, on 



Martini & Rossi "owned" late afternoon 




MAIN STRATEGY for airing humor- 
ous, multi-ending vermouth spots 
consisted of vertical, two-station con- 
centration, assumed to hit the bulk 
of N. Y.'s Sunday viewers. Prime 
architect of this plan for the offbeat 
creative concept is Philip C. Kenney, 
v.p.-media dir. of Reach, McClinton 
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SOLVE NOVELTY SPOTS RIDDLE 



the same night of the week 

• Schedule spots within the same 
program (such as The Jack Paar 
Shoiv or a feature film) 

Reps of the seven New York tv 
stations were called in for a screen- 
ing of the commercials and were 
asked what they had to offer by way 
of response to this off-beat challenge. 
When all of the bids were in, the 
agency found three likely plans: 

1) A vertical plan with four Sun- 
day afternoon announcements at 30- 
minute intervals 

2) A scattering of four prime 20- 
second spots 

3) A horizontal plan of three spots 
adjacent to the same newscast. 



Research determined that Plan 2 
would produce the greatest exposure 
with greatest frequency, but its cost 
came approximately to four times 
that of Plan 1. Also against plan 2, 
it was computed to produce only 50% 
more total audience and 40% more 
frequency than Plan 1. The third 
plan (early evening news adjacency, 
Mon., Wed. and Fri.) was about the 
same in cost as Plan 1, but would 
produce only 50 r ,' of the male audi- 
ence, important for M&R's objectives, 
that would be delivered by the Sun- 
day afternoon schedule. 

Based on these findings, M&R 
bought seven Sunday afternoon spots 
divided between WCBS-TV and 



Sunday tv in N.Y, as backdrop for spots 

SUNDAY 



4:30 PM 


WCBS-TV 


WNBC-TV 


PRO-FOOTBALL 
WRAP-UP NEWS 


OPEN MIND 


5:00 PM 


M&R SPOT 


M&R SPOT 




AMATEUR HOUR 


CELEBRITY GOLF 


5:30 PM 


M&R SPOT 


M&R SPOT 




G.E. COLLEGE BOWL 


HUNTLEY-BRINKLEY 


6:00 PM 


M&R SPOT 


M&R SPOT 




OH THOSE BELLS 


20TH CENTURY 


6:30 PM 


M&R SPOT 


M&R SPOT 


7:00 PM 


MEET THE PRESS 


PEOPLE ARE FUNNY 



WNBC-T\ . From October, I960, 
through March, 1961, the commer- 
cial series was aired on both station* 
at 5 p.m., WCBS-TV at 5:30 p.m., 
both stations at 6 and 6:30. 

As Kenney puts it, "We owned 
those two hours!" In spelling out 
the advantages accruing to M&R for 
such proprietorship, Kenney asserts, 
that most Sunday afternoon tv \ iew- 
ers in New York are tuned to these 
two stations. Further, he finds a lii"h. 
concentration of upper income fami- 
lies in the audience, which group is 
a prime target for this premium 
priced import. 

While this was the main thrust of 
the humor spot series campaign, the 
vermouth advertiser bought addition- 
al exposure for it with a slot in the 
middle and immediately after The 
Roaring 20' 'j on WABC-TV Saturday 
nights, and in the Late Shoiv on 
WCBS-TV Tuesday nights. 

In addition, straight-sell I.D.'s were 
aired nightly on WNTA-TV's Play 
of the Week, which caters to upper 
income families, and three nights a 
week on the same station's Picture of 
the Week. Other reminder copy 
I.D.'s ran on the three outlets. 

The upshot of all this was sales in- 
creases in New York approximated 
three times as great as the rise res- 
istered for M&R over the rest of the 
country. While M&R had national 
magazine ads going for it in even- 
market only New York had the bene- 
fit of a tv campaign. According to 
Kenney, the New York area, which 
constitutes somewhat over 10% of the 
country's population was responsible 
for some 30^ of the sales increase 
notched during this period by M&R. 

The New York tv drive was bought 
for about $12,000 per week. Of this. 
60% went to the 20-second spot ser- 
ies, 40% to the I.D.'s. 

Based on the success of this N. Y. 
approach, the same type of campaign 
was mounted in Chicago last spring. 
Three stations were utilized in this 
initial Chicago push, and for the fall 
campaign they will add a fourth. ^ 
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MOGUL Wlllams & Saylor president, Emll Mogul, shown in his Madison Ave. office, began his career as a radio time salesman 30 years ago 



P.R. IS RADIO Rx, SAYS MOGUL 

Agency head says radio suffers from lack of self-promotion and suggests radio 
people set up a "kitty" to advertise the medium's potential via other ad media 



u ndoubtedl) the biggest perplexity 
in the industry today centers around 
the stiekler: why does radio which 
has racked up outstanding — and 
countless — performance records, con- 
tinue to lag in terms of sales per- 
formance? And all along Madison 
Ave. theories run rampant. 

There are those who blame it all 



on a laek of '"ereativity" in selling 
the medium. And then there are 
others who say radio has been out- 
ranked by the glamour of tv. And 
so it goes. 

Emil Mogul, president of Mogul 
Williams & Saylor, a 50-elient Goth- 
am ageney, doesn't go along with this 
kind of thinking. He feels the medi- 



um's allure has turned tepid from a 
lack of publie relations. 

The eure for radio's sagging sales 
blues, according to the volatile agen- 
cy executive, lies in a concerted, all- 
out effort to tout the medium's po- 
tential through the help of other 
media and on a year-round basis. 

Mogul suggests that station heads 
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— and reps too — get together to com- 
bine funds and forces and emulate 
others in self-promotion in putting 
other media to work for them. 

'"Why not," says Mogul, "do what 
the magazines do, for instance, who 
buy large newspaper ads to tell their 
story? Radio could sell itself through 
large dramatic ads in the papers, in 
the trade press and on net tv, too." 

Mogul, whose rise to his present 
niche — the top rung of a large and 
prosperous ad agency — rivals the 
meatiest Horatio Alger saga, has 
strong feeling about radio. And no 
inhibitions about speaking his mind 
on the subject. 

"Radio," he says, "as a medium, 
is doing a satisfactory selling job. 
Better than others. Even print. But." 
he shrugs, "unless it's properly pro- 
moted, radio is short changing itself 
shamefully." 

Mogul's plan for promoting the 
medium to the prestige status level it 
deserves — and needs — requires co- 
operation, and money. The funds, he 
says, could easily be acquired if sta- 
tions would contribute a small per- 
centage of their billings to accumu- 
late a "kitty" for this specific pur- 
pose. 

And it would only take a fraction 
— a mere pittance, says Mogul. Ap- 
proximately 1/10 of one percent of 
a station's total billings would do 
the trick. For illustration, Mogul 
points out that in 1960 spot radio 
did a vorume husiness of $680 mil- 
lion. One-tenth of one percent of that 
amount, he savs, would provide a 
husky total of $680,000. Enough to 
finance the advertising campaign — a 
campaign which "would give the me- 
dium the impact it needs," Mogul 
says, adding "the impact of the mes- 
sage would set up a responsive wave 
in the brain. Like frosting on a 
rake!" 

This amount could be bolstered 
by the rep people, asserts the 
agency man, also via this same small 
percentage figure. Based on the rep 
income last year of $150 million, 
it would bring in an additional 
$150,000. 

This self-promotion plan for radio 
was not sired by Mogul on an im- 
pulse. It was born of long and due 
consideration, and through love for 
the medium. And fostered from the 



viewpoint of a radio station man. 
Mogul began his career as a radio 
time salesman some 30 years ago. 

Currently, Mogul and his agency 
have substantial interests in radio 
stations in Birmingham, Atlanta and 
Wheeling, W. Va. 

This isn't the first time Mogul 
has sounded off on the advisability 
of the plan. He's talked about it at 
meetings and to various groups. 
There have been items printed about 
it also and Mogul has been heart- 
ened by the interest it lias sparked 
among station people and reps who 
write him enthusiastically endorsing 
the idea. 

Mogul who thinks the RAB and 
SRA should be involved in the set- 



up put the idea to the. RAB group 
not so very long ago. "They weren't 
too keen about it," says Mogul, dis- 
cernably baffled. 

Mogul is quick to defend the RA1! 
despite their apparent lack of zeal for 
the proposal. He says, "the.) do a 
fine job in backing up radio with 
research and success stories." 

Mogul, whose deep insight into the 
business of advertising leaves him 
impatient with the selling approaches 
labeled hard sell-soft sell ("they're 
just cliches," he says), thinks the 
proposed public relations job for ra- 
dio will serve as a double function. 

Aside from promoting the medium 
on a year-round basis to potential 
(Please turn to page 53) 



Emil Mogul, president 
of Mogul Williams & 
Saylor, prescribes 
remedy for radio ills 




"RADIO has to shake off its lethargy and promote itself. Why not do what 
the magazines do, for instance, and buy space in newspapers and the trade 
press and promote the medium via dramatic impact. Net tv would also help." 



"STATION people should combine forces with rep people to subsidize the 
self promotion of radio through a special 'kitty.' The 'kitty' would be ac- 
quired through the contribution of a mere fraction of the total radio billings." 



"RADIO as a medium, is doing a satisfactory selling job. Better than others. 
Even print. But unless it's properly promoted, radio is short-changing itself 
shamefully. It needs an all-out public relations job to sell its potential." 
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COMMERCIAL SI, PROGRAM NO 



^ Viewer interest in tv eoniiiiercials rises, while shows 
arouse less enthusiasm, says motivational research firm 

^ All eeonoiiiie groups show liking for commercials 
that hring entertainment and/or genuine information 



HTv stations concerned about their 
image should pay more attention to 
the commercials they run. 

That's one of the conclusions that 
mav be drawn from a number of re- 
cent studies h\ the Institute of Moti- 
vational Research, including one com- 
missioned by KRON-TV. San Fran- 
cisco. Some of that nine-month proj- 
ect's voluminous findings were made 
public at New York presentations 



arranged by the station's repre- 
sentative Peters, Griffin, Woodward. 

As related by I MR president Dr. 
Ernest Dichter '". . . While a num- 
ber of tv programs are watched 
with less interest than previously, 
many commercials are regarded with 
greater interest and a more positive 
response." 

Elaborating on this "radical 
change'' in viewer attitude, Dr. Dich- 



ter stated. "People don't hate adver- 
tising: the) just want better adver- 
tising. They respect ingenuity, and 
are insulted when producers of com- 
mercials don't take the trouble to 
please them. They're increasingly 
sophisticated, and that includes the 
lower income group." 

The 1MR depth interviews, in 
which respondents are encouraged to 
sound off at length on their feelings 
toward tv in general, and the projec- 
tive tests geared to particular stations, 
programs, and commercials, revealed 
the following attitudes toward com- 
mercials. 

They like: 

• Good humor 

• Entertainment value 

• Genuine information 






Viewer psyches explored to find 
how they feel about television 

They want programs and commercials that give 
them lessons m living, help them adjust to their 
everyday problems. They have great expectations 
of seeing their wishes fulfilled by tv, based on the 
medium s performance in its early days. Of late 
they've felt let down by the programing. It seems 
that they're paying more attention to the commer- 
cials, reacting in a positive fashion to those com- 
mercials which show ingenuity, entertain or in- 
form them. So found the IMR researchers. 




• Real-life people and situations, 
making possible high degree of self- 
identification 

• Commercials that blend in with 
program material 

• Silent commercials, or those with 
a minimum of verbalization 

They don't like: 

• Program interruption by com- 
mercials 

• Intrusion of their privacy by 
commercials that depict parts of the 
body and their functions 

• Authoritative, hard sell pitches 
insisting that they buy. 

The quality level of commercials, 
therefore, is one important element 
in construction of a tv station's 
image. Another key component of 
course is the programing. In fact 
the IMR study indicates that a two- 
way street exists here, i.e. that the 
positive image a station can gain 
through strong programing carries 
over to the commercials it delivers. 
In other words, given identical com- 
mercials on two stations, the one 
aired by a quality-programed sta- 
tion will have greater impact than 
that carried by a weaker sister. 

In general the latest IMR study 
indicates middle class preference for 
variety and personality programs. 
The upper class leans toward serious 
drama, documentaries, and other edu- 
cational and cultural fare. The lower 
class likes westerns, but not to the 



extent that might be expected. Middle 
and lower classes show a surprising 
interest in news and documentary 
programing and the greatest objec- 
tion to violence is encountered among 
lower-class viewers. 

It's the feeling at IMR, therefore, 
that tv producers under-rate the audi- 
ence. As Dichter sees it, the "quality 
level" is more important than pro- 
gram types. Whatever the program 
type, it must appeal to audiences 
whose "taste level" has risen as a 
result of years of viewing. He draws 
a parallel with Class A feature films 
of 10 years ago, many of which ap- 
pear laughable now. 

In assessing the import of investi- 
gating station images, Dr. Dichter 
asserted, "It can bring ratings into 
proper perspective." He allows that, 
"It is useful to know how many peo- 
ple are watching television. It is also 
useful to know how many and what 
kinds of people are w atching particu- 
lar programs." But, Dichter insists, 
"To sell effectively, the advertiser 
must reach interested, satisfied peo- 
ple." 

The IMR chief considers the crux 
of a station's impact to be the degree 
to which it satisfies its viewers' needs. 
His theory is that people come to tv 
for lessons in living, ways of adjust- 
ing to their surroundings. For in- 
stance, when they're watching seem- 
ingly escapist comedy, such as Jack 



Benny joking about his income tax, 
they may be getting help in terms of 
adjusting to their own tax problems. 
They may feel things aren't so bad 
if Benny can have some fun with the 
subject. 

Among the more direct methods 
applied by IMR in developing station 
image conclusions is a "projected at 
titude test." This consists of some 30 
hypothetical statements by viewers 
about stations. They are presented 
to respondents who are asked to spe- 
cify which stations is most likely and 
least likely to be the one to which 
each statement refers. The score for 
each station represents the mean 
number of responses for that station. 

For instance, in determining which 
station in a particular market the 
viewers believe is "most likely to have 
the best quality programs and per- 
sonalities," response to the following 
statements is weighed: 1) This is 
tops for news-casting and news com- 
mentators; 2) Of all the tv stations I 
know, this has the best children's 
programs; 3) When I want to watch 
serious drama I always look to see 
what that station has for the evening; 
4) My son is very much interested in 
science. It's hard to tear him away 
from that station; 5) For lively, light 
and relaxing programs there is noth- 
ing like that channel: 6) This chan- 
nel has more of the kind of programs 
that make an impression on me. ^ 
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25 SEPT- - 22 OCT- NIGHTTIM! 



6.00 



630 



7.-00 



730 



800 



830 



9.-00 



930 



10.00 



1030 



SUNDAY 

ABC CBS NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



ABC 



No net service 



Twentieth 
Century 
Prudential 
(B-McC) 
OF 1S5.0M 



Meet The Pres 

co-op 
I-L *«. SO 



ABC News 
iuil 



No net service 



No net service 



ABC News 

IQIL 



No net service 



No net servic 



ABC Nr 

lUlt 



Maverick 

(9/21) 
Kaiser (YAR) 
Ideal Toys 



Mr. Ed 
part 
Studebaker 
Dow Chem. 
C WT.OOfl 



No net Seme 



No net servici 



D. Edwards 
News 

Ame* Home 
l Rati* J 

R. J. Reynolds 

(Eety) 
XL f.itH 



No net service 



Huntlev- 
Brinkley Rep. 
•r-%. 

R. J. Reynold* 

(E«ty> 
N'-L l».5»»» 



No net service 



D. Edwards 

News 
Asa Home 
alt Goodyear 
(Bate*) 
N-L t».S*«1t 



Hunttey- 
Irinkley Rep. 
NL te.SMt 



No net v4 



(Grey) Peter 
Paul ID-FS) 
Maytag (Burnett) 
Brillo (J\\T) 
Keystone (Bres 

olds) Schick 
W }S2.(KK 



Lassie 

Can.pbell Soup 
(BBDO) 
»-r I37.KM1 



1 , 2. 3— Co 
st 10/8 
Quaker Oata 

Beech -Nut 
Texaco (C4\V| 
Beech-Nut 

515.00! 



Expedition 
Ralston Purina 
(GBAB) 

SI 5. (KM 



No net service 



No net service 



D. Edwards 

News 
Amer Home 
(ropeat leed) 



Huntley- 
Brinkley Rep. 
Teiaeo 
(repeat load I 



Focus on 
America 



D. Edwards 

News 
Am Horn* 
alt Goodyear 
(repeat Iced) 



HimHer- 
Brinkley Rep. 

Teiaeo 
(repeat toad) 



No net s 



Follow the Su 

Kaiser (YAR) 

LAM (JWT) 

Dr S90.0W 



Dennis The 
Menace 
Kelloff tBurnetn 
Beit Fooda 

(GBAB) 
K«-F S3S.0OO 



Walt Disney's 

Wonderful 
World of Colo 
Kodak (JWT) 
RCA (JWT) 
598.001 



Chevenne 

(7:30-8:30) 

W-P >«?.ooc 

Mobil Oil 
(Ted Bates) 
Mead Johnson 
(KAE) 



To Tell The 
Trutht 
Am. Home (Ratos 
R.J. Reynold! 
(Eatj) 
ScF S21.00C 



No net service 



Bugs Bunny 
O. Pds 1RAB) 

(10/10) 
Mars (N.LAB) 
C 537.(K*> 



Marshal Dillon 

Co-op 

w 



Laramie 

(7tS» 
R. J. Reynolds 

Beech-Net 
Tnioo Carbide 

(Eatyl 0 
PPO (Maxon) 



The St 
Allen SI 

9/M/aT 
Pepsi-i 
Con. C 
Olson (1 



Ed Sullivan 
(8*1 

••Irate (Bates) 
alt Kodak (JWT) 
T«L 185.801) 



Walt Disney's 
Wonderfu" 
World of Colo 



Cheyenne 
PAG >R*B) 
Aroer. Tobacco 
(RBDO) 



Pete and Gladys 

Polaroid (DDB) 
Menley A James 
(FCB) 

Carnation 

(EWRRI 
Sc- F I37.00( 



National Velvet 
Geo. Mills 

Bulova (SSC&B) 
Beech-Nut 



Bachelor 
Father 

(10/3) 
Amer. Tob 
(Gumbinner) 
Armour (FCAB) 

Dr sir.ooo 



Dick Van Dyke 

PAG 

C K0.0OC 



(D. P. Brwherl 

Block Drut 
(Grey) PlUsbor? 
(C-Ml Ludeos 
(Matnes) Bulcw; 

(SSCB) 
W JSS.fiT" 



Mart*: 

(Piil) s 

Maytag <B 
Mattel I 
Brillo < 

Brunswick 

C 



Lawman 

K J Keynoldj 
(Eatyl 
Whitehall 
(Bates) 

w-r 551.00 



Ed Sullivan 



Car 54, 
•Vhere Are Youi 
PAG (Burnett) 
516.00. 



Rifleman 

(10/2) 
PAG 
W S5o,00( 



Window on 
Main St. 
Scott 4: Toni 

(JWT) 
Dr. 559.000 



Price Is Right 
P. LorlUard 

(L&N) 
Amer. Home 
Products 
(Bates) S22.S00 



Calvin O the 
Colonel 

(10/3) 
Lerer (JWT) 
Whitehall 
i Bates) 
A £39.000 



Dobie Cil lis 
Plllibury 
(Burnett) 
alt 

PhUlp Morrli 
(Burnett) 
f-T $37,000 



Alfred 
Hitchcock 

Lincoln-Mercury 

(KAE) 
My-F K5.0IX 



Top 

(9/21 
BrUtol-J 
KeUo 



Bus Stop 
(10/1) 
Singer (YAR) 
Alberto-Culr>er 



C. E. Theatre 
Geo Eleetrlr 
(BBDO) 
Dr F 151 .nor 



Bonanza 

Chevrolet (C-E 
SSS.00I 



Surfside Six 
(10/2) 
Brown A Wmsr 
(Bates) Armou: 
(FCAB) Pontiai 



Danny Thomas 

G.F. (BAB) 
C 515,500 



87rh Precinct 

st 9/25 
Lincoln- Mercury 
(KAE) Warner 
Lambert (LAF 
Sunbeam (FCAB 
LA-M (DFS) 
Latex (Bates) 



The New Breed 

(10/3) 
Miles (Wade) 
Mead Johnson 
(KAE) Scott 
(JWT) Bum A 
Wmsn (Bates) 



chabod & Me 
Socony Mobil 
Quaker Oata 

Sc {12.000 



The Dick 
Powell Show 
Reynolds Metals 
Co. (LAN) >4 
Hertz (MCK) 
Am Tob (SSCB) 
Pillsbury (CM) 



Hawaiian 
(93«1(I 

Carter Nil 
American j 
My- 1 



( Complon) 
Mobil Oil (Bates 
Brown A Wms 

(JWT) 
Dr 590.001 



Jack Benny 

Lerei (SSCABI 
State Farm 
(NLAB) 
AN-F 58-9,000 



Bonanza 



(MacJA) Brillc 
(JWT) Union 
Carbide (Esty) 
Noxzema (SSCB) 
Speldel (Mc-E) 
A 598,000 



Andy Griffith 
Gen. Fds. (TlAB; 
Sc-F J17.500 



Helene Curtis 
(Mc-E) 
Mr 5 S3 .00 

Beechnut 



Mobil Oil 
(Bates) 
W 5102.000 



Red Skelton 

Sinclair 
S. C. Johnson 
S58.000 



Bulora (SSCB) 

Mai Factor 
(KiE) Helene 
Curtis (Mc-E) 
Beech -Nut 
(T&B) 
A 59*. noe, 



Hawanaa^t 

WhltcW 

(Ted rW 



Adventures in 
Paradise 

(10/1) 
Miles (Wade) 
Brunswick 
(Mc-E) Geo. 
Cigar (TiR) 



Candid Camera 
Lerer (JWT) 
Brlstol-Myeri 
(T*R) 

AuP-L *31.0M 



Dupont Show 
of the Week 
Dupont (BBDO) 
575.00.1 



Ben Casey 

(10/2) 
Dow (MacJA) 
Amer. Chicle 
(Bates) Bristol- 
Myers (OBAM) 
Mobil (Bates) 
War-Lam (Bates) 



Hennesey 
Lorlllanl HJtN) 
O. Fda (T*Rl 

Sc 512.000 



Thriller 
Amer. Tobacco 

(SSr&B) 
Sterllne (DPS) 
Coming (Ayer) 
Later (Bates) 

Pillsbury 
(C-M1Utot;1 



Alcoa Premiere 
(10, 10) 
Alcoa (FSB) 
Dr-F ?f0.0<)0 



Garry Moore 

Jen Motors Olds 
D. P. Brother) 
S. C. Johnson 



Cains 100 
LoriUard 
Sunbeam 
Latex (Bates) 
Blot* (Grey) 



Naked 
(1»- 

Ameiican 
MyF 



5 



Polaroid Armou 
I L'nlon Carbide 
Motriloll Key- 
stone Camera 
Blork Drug 
(SSCBI 
A 599. 0(H 



What's My Line 

Kellorg 
All-Bute 
(Burnett) 
QL 132.000 



Dupont Show 
of the Week 



Block Drug 

(SSCB) 
Con. Cigar 
(EWR&R) 
Wynn Oil 
(EWRAR) 
T)r 591,200 



I've Cot a 
Secret 

G.F. (BAB) 
Polaroid (DDB) 
Hertz. Schultz. 

MAJ 
Q 527.000 



Colgate (Bates i 
L'nlon Carbide 
Block (Grey) 
Mar Factor 
(KAE) 
Uy 5*"5. one 



Alcoa Premiere 



Garry Moore 
R. J. Reynolds 

(Esty) 
c 51 20.000 



Cains 100 

WF ?i5.(yxi 



Naked | 

Brla- 
Brn A 

leech am 
BriJ 



The only regularly scheduled proerams not listed are: Jack Paar, NBC 
TV. 11:15 p.m.-l a.m. Monday-Friday, participating sponsorship; Sun- 
day AVtra Srrrial. CES TV. Sunday, 11 1 1:15 p.m. Specials for this 
period are: NBC TV: J. F. K. Reports (no price). 9'28, 7.-30-8-30 p m 
UncolnMercnry (KiE); Theater '62, The Spiral Staircase. 10/4. 1011 
IJ.m., Wpftinchouse (MrC-E), $150,000: I'urex Special For Women 



10 19. 3-4 p.m.. Pur« ('Weiss); Hallmark- Hall of Fame. "Macbeth" 
repeat, 10 '20. S . -30 10:30 p.m.. Hallmark (FCB). ABC TV: World 
Series Special. 10'3. 10:3011 p.m.. Union Carbide (Esty), 5400,000: 
Accent On Youth. 10/25, 1011 p.m., Times (Warvrick Legler). 5125,000. 
CBS TV: Carneeie Hall Salntes, Jack Benny. 9/27, 10-11 pjn, 
Sara Lee and Motorola. $300,000. Prices do not include sustaining. 
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2 0MPARAGRAPH 



EDNESDAY 

CBS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS NBC 



SATURDAY 

ABC CBS NBC 



et service 



i > Edward! 
News 

•mi tBaUa) 
Iter (Batea) 
$».500tt 



Hunfley- 
Brtnkley Rep. 

1 exact* (t A.W > 
N-L H>.500tt 



•et servke 



» Edwards 
News 
oer Hois* 
It Carter 

.K« fe«d) 



SlAlvin Show 

l,|Fds (B&B) 
Ut'taL Toj 

$43,000 



ler Knows 
» Best 

$34,000 
Hard Scott 
i uai Omaha 



J 



Checkmate 

, i:3n-s :3<n 
jilobll Oil 
jy & James 
| Colgate 



No net service 



ABC News 

SU8t 



No net service 



Huntley- 
Brinkley Rep. 

Itiacu 
(repeat feed) 



No net service 



Wagon Train 

17:30-8:301 
w-f $88,OOC 



Oizie 6 Harriet 

(9/28) 
Mead Johnston 
(K&E) 
Mobil Oil 
(Ted Bates) 
Peter Paul 
(D-F-S) 



Wagon Train 
B. J Reyooldi 
<Eitj» 
Nat'l Blsa. 

'Mr Fi 
Ford (JTVT) 



Donna Reed 
Campbell 
(BBDO) 
alt 

Johnson & J 
(T&R) 
Sc-F $40,000 



loey Bishop 

P&G (B&B) 
Amer. Tobacco 
(SSCB) $48,000 



The Real 
McCoys 
P*0 (Comptoa) 

Sc-F $41,000 



No net service 



Ho net service 



D. Edwards 
News 

alt Goodyear 
(Burnett) 
N-L $».500tt 



No net service 



D. Edwards 

News 
alt Goodyear 
(repaat feed) 



ABC News 
suat 



Huntley- 
Brinkley Rep. 
Texaeo tC*W) 
N-L $«,5O0tt 



No net servic 



Huntley- 
Brinkley Rep. 

Texaco 
(repeat feed) 



No net servici 



No net service 



D. Edwards 

News 
Parliament 
(BAB) 
alt Amer. Home 

(Batet) 
N-L $».50*tt 



No net service 



D. Edwards 

News 
Parliament 
alt Amer. Home 
(repeat feed) 



Frontier Circus 
Part 
DuPom Vlck 
Sc $78,000 



The Outlaws 

B&W. Plllsbur 
ir-Mlihimi; 
Union Carbide 

(Esty) 
Lincoln -Mercury 

(K&E) 
W-F $88,000 



Frontier Circus 



The Outlaws 

Block (Grey) 
Bulova (SSCB) 

Ludeos 
B-Nul 1 If" Seven 
Colgate 
Int. Latex 



Bob Cummings 
Show 

Kellogg 
Brown & Wms. 
O $44,000 



Dr. Kildare 

St 9/2S 
SlnBer (T&R) 
L&M (D-F-S) 
$87,000 



Straightaway 

(10/6) 
Auto Lite 
(BBDO) 

$28.0O< 



The Hathaway 

(10/6) 
Ralston (Guild 
Mobil OU 
Polaroid 
Mars 

$4G,0(X 



Rawhide 

Van Camp 
Gen. Fds. 
(B&B) 
Bristol-Myers 
Philip Morris 
Nat Biscuit 
TV SS4.000 



Rawhide 

Drackett (Y&R) 
Colgate (L&N) 
W-F $84,000 



No net service 



NCAA Fontball 
Carries 
(In progress) 
American Oil 
(DArcy) 
Sun Oil (Eety) 
Frlloa 



Huntley- 
Brinkley Rep. 
Waco iC&W) 
N-L $«.500tt 



(EWR&R) 
Gillette IMaxoni 
numble Oil 

(Mc-E) 
R. J. Reynolds 
(Esty) 



No net service 



Huntley- 
Brinkley Rep. 
Texaco 
(repeat feed) 



Matty's Funda) 
Funnies 
(10/7) 
Mattel (C/R) 



International 

Showtime 
7-Up (J\VT) 
Sandura (HAG) 
(M-E Prix). Dlv. 
of Mc-E) 



The Roaring 20'i 
Mead Johnson 
Block Drue 
Dalton 
Armour 
A $93.0<K! 



No net service Nn net servic* 



No net servici 



No net servici 



Perry Meson 
(7 J0-J.10I 
Collate (Bate*; 
Parllameot 
iB4B> 

My-F m.oo< 



Bulavn (SSC&B) 
Warner-Lambert 
(CL&F) 
Beechnut 
(T&R) 



Flinfstones 
Miles i Wade) 
alt 

R. J. Reynolds 

(Eety) 
CC-F $44.0(H 



Route 66 

(8:30-9:30) 
Chevrolet (C-E) 
Sterling (DFS) 
Philip Morris 
(Burnett) 
A-F $85,000 



Rnbert Taylor s 
Detectives 

Colgate (Bates) 

Sunbeam 
B&W (K, M, J) 
Warner-Lambert 
• 



The Roaring 
Mobil Oil 

(Ted Bates) 
Peter Paul 
Gen. Cigar 



Leave it lo 
Beaver 
Ralston (Gardner 
GB&B) 
Polaroid 
(DD&B) 
Mars (L&B) 
Sc-F $45,000 



Perry Meson 
Sterling (Hrni 
DraHtet (T&R) 
Moorea IR&R) 

Philip Morria 



The Defenders 
Brown & Wmsr 

(Bates) 
Kfmberly Clark 



No net service 



Nn net servici 



Talcs of 
Wells Fargo 
Amer. Tobacco 

(SSC&B) 
Warner-Lambert 
(LAF) 



Beechnut (T&R) 
Lincoln-Mercury 

(K&E) 
A $>T..0OT 



Tali Man 

St 9/9 
R. J. Reynolds 
Beechnut (T&R; 
Norwich PhartD 
Amer. Motors 
$39 .00'. 



1^' Bevlon 
Esquire 
iSchulton 
] L&S1 

$88,000 

ij — 

,„S. C. Coes 
1 College 

,|J Fds (B&B) 
4 $18,000 



Kraft 
Mystery 
Theatve 
Kraft UttT) 

Jl.n.not 
Perry Como's 
Kraft Music 
Hall 



My Three Sons 
Chevrolet (C-E) 
Sc-F $49,500 



The 
investigators 

Vlck 
Dow 
Best Foods 



Sterling 
Warner- Lambert 

(L-F) 
Colgate (Bates) 
My $87,000 



77 Sunset Strip 
(9-10) 
Am. Chicle 
(Bates) 
My-F $85.0(X 



Route 66 



PPG (Maxon) 
Union Carbide 

Max Factor 
Latex (Bates) 
Plllsbury (C-M) 
Block (Grey) 
$86,000 



Lawrence We Ik 

(9-10) 
J. B. Williams 
Union Ca bide 
Polaroid 
Mu $45,000 



(FC&B) 
Lever (OB&Jf) 
My $102.00' 



Saturday Night 
at the Movie 
St 9/23 
Lanolin Plus 
Chemslrand 
Helene Curtis 
J. R. Williams 



Mu $125,000 

Kraft 
Mystery 
Theatre 



Margie 10/12 
Procter & Gamble 
Beech am 
Miles (Wade) 
Armour 
Whitehall (Bates) 
Culver 

$46,000 



Pond's Polaroid 
MoblloU Corning 

Glass Shu'ton 
A $91,000 



Hazel 

St 8/28 
Ford ( JWT) 
$43,000 



77 Sunset Strii 

R. .1 Reynolds 
Wnllchall 
Brylcreem 

A $102,001 



Father of the 
Bride 

Gen. Mills 
Campbell Soup 
Dr $46,000 



Hell lelephone 
Hour 

St 9/25 alt with 
Dinah Shore 

Show 
(N VV Ayer) 
$150,000 
9:30-10:30 



Lawrence Welk 



Have Cun. Wil 

Travel 
Wball (Bales! 
ill Lever IJWT 
W-F $40.0(H 



(l'ark^on) 
Union Carbide 
(Esly) 
Polaroid 
IDD&-B) 
Union Clrbldc 
(Esty) 



If. Steel Hr 
jjwkp miii 

;U. s. Steel 

(BBDO I 

'. $80,000 



The Bob New- 
hart Show 

St 10/11 
Sealtest 9 
(N. W. Ayer) 
Beechnut (T&R) 
$65,000 



Untouchables 
{Vh»-><*M 'hstea) 
Block Drug 
(Grey) 
Corn Prod (L&N) 



CBS Reports 

(ld-io 
Brlstol-Myen 

(T&R) 

MoblloU 
Smith. Kline. 

French 



ing Along with 
Mitch 

Reynolds 
B silent lne 



Target: The 
Corruotors 

(9/29) 
Lorlllard (L&N 

Lever 
Alberto-Culver 
DuPont (Ayer) 



Twilight Zone 
L&M (McCann) 
Colgate iMcC) 
Part 
Mobil Ponds 
A-F $39,000 



Dinah Shore 
Show 

St 10/16 
Amer. Dairy 

Assoc. 
Si-n Green 
Uarops (SSCB) 
$160,000 



Fight -Week 
Gillette (Maxon) 
Sp-L $45.00( 

Con. Cigar 
(EWR&R) 



Cunsmoke 
10-11 p m. 
Remlncton Ran 
(Y&R) 
Gen. Foo<1< 



R. J. Reynolds 
(Esly) 
Thomas Leeraln 
IKsty) 
Sunbeam 
II". C, B) 
Novzema (SSCB 



lie Theatre 
i) wks 10-11) 
jltrmitronf 

i(BBDO) 
J,- ■ $80,000 



David Brink- 
ley's Journal 
St 10/11 
Douglas Fir Ply- 
wood Assoc. 
PPG 
M $20,000 



Untnuchables 

Miles 
Armour (FC&B) 
Beecham (K&E) 
Alberto Culver 
'Compton) 

$98,000 



CBS Reports 

Lever 
Polaroid 
AT&T 
D 550.000 



Bulck Colgate 
Safeway 
My $70,000 



Union Carbide 
Speldel Mc-M) 
A $91.00( 



Eyewitness 
Amer. Cyanamld 
Liggett & Myers 
D $25,000 



Frank McCee's 
Here and Now 

St 9/29 
Gulf Oil Corp 
(T&R) 

$ 23.001 



Make That 

Spare 
Brunswick 
Rrn. & TVrosn. 
(Bates) 
(Mc-E) 

$15,00 



(B&B) 
S. C. Johnson 

(B&B) 
WA $88.00 



Maybelllne 
IPosi & Morr) 
Rlork (Grey) 
Lalex (Bates) 
Bulora (SSCB) 
Beechnut (T&R 
J200.00 



participating or co-op programs. Costs refer to average show costs in- 
cluding talent and production. They are gross (include 15% agency com- 
mission). They do not include commercials or time charges. Program typea 
are indicated as follows (A) Adventure. (An) Anthology, (Au) Audience 
Participation, (C) Comcdv, (D) Documentary, (Dr) Drama, (F) Film, 



(I) Interview, (J) Juwiiile. (L) Live, (M) Misc.. (Mu) Music. iMy) 
Mystery. (X) News, (Q) Quiz-Panel. (Sc) Situation Comedy, (*p) 
Sports. (V) Variety, (TV) Western. TXo charge for repeats. L. precedine 
date meana last date on air. S means strating date for n<w show or 
sponsor in time slot. JPrice not available. 
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SPONSOR ASKS: 

HOW CAN AGENCIES AVOID OVER- 
SPENDING FOR FILM COMMERCIALS? 

{PART 1) 



Those answering this week's 
question are: 

• Rollo W. Hunter, Enrin 
Wasey, RuthraufT & Ryan. New York 

• Cordon Webber, Benton & 
Howies. New York 

• Harry B. Stoddart, Kenyon & 
Eckhardt. New York 

• John B. Simpson, Foote, Cone 
& Belclin". New York 



Rollo W. Hunter, v.p. and director oj 
iv/radio, Erwin Wasey, Ruthrauff & Ryan, 
Inc., Sew York 

Nothing beats meticulous advance 
planning as a governor on the outflow 
of dollars. Foresight is the agency 
producer s most money-saving attri- 
bute. Beware of the Hairbreadth 
Harry who secretly enjoys shooting 
day crises and the atmosphere of des- 
peration which too often pervades. 

Agency and client should cooperate 
to plan commercials far ahead and in 
series as large as possible. This, of 
course, reduces the unit cost of each 
and offers perspective for sensible 
utilization of common footage. Cash 
conservation starts earlv. 



J 



4 



Plan jar ahead ; 
produce in 
series; bring 
producer in 
early: avoid 
elaborate sets 



1 he production house serves the 
agency better and more economically 
if brought in before storyboards are 
locked up tight with the client. This 
helps to clean up such disaster areas 
as the overlong, unproducible board 
which eats up camera time in extem- 
porary patching while the crew stands 
around. 

It's also possible to save money by 
spending it. The cut-rate job with the 
"backyard" or "garage" variety of 



producer doesn't effect the saving 
which prompts its use. More likely 
it will cost more in the long run — in 
dollars, quality and headaches. Stick- 
ing to reputable firms helps insure 
against unrealistic bidding and ex- 
pensive reshooting. 

Money dribbles away into elabo- 
rate sets of which only a fraction 
will be seen in the close-ups intended 
for use. If you want to shoot the top 
of an electric range, don't let the 
producer build a housing develop- 
ment as a "cover' shot. Similarly, if 
you know that your announcer track 
will fill a whole minute, don t let an 
arranger orchestrate for fifty violins 
to be heard only as the faintest back- 
ground. 

Some items for the thrifty produc- 
er's check list: careful casting (Will 
her hair really be long enough by 
shooting day? Will his pot belly show 
in the scene with his jacket off?) ; 
dry rehearsals, walk-through of ac- 
tion ahead of filming; set construc- 
tion finished and checked so cameras 
can roll at an unfashionable hour of 
the morning: color corrected pack- 
ages pre-tested for lighting and 
enough on hand to minimize trauma; 
in commercials with children, dogs or 
food, spares ready to take over. 

One of the best ways to avoid over- 
spending is to avoid getting a repu- 
tation for never knowing what you 
want. When that word gets around, 
production bids come in padded in 
self defense to cover your costly be- 
fuddlement. 

Cordon Webber, *'-P. "nd director of 
broadcast commercial production, Benton & 
Bowles, Inc., New York 
Here is some overheard dialogue 
in the battle to keep commercial film 
costs down: 

Account Executive: We've got to 

get on the air in two weeks. 
Commercial Producer: But — but — 
Account Executive: That means an 
answer print by next Friday. Okay? 




Rule No. 1 : Avoid "panic produc- 
tion." Plan ahead. It's cheaper and 
faster to do it right the first time. 



Video 

1. Open on girl walking across St. 
Mark's Square in Venice followed 
by a crowd oj pigeons. On cue a 
pigeon alights on her outstretched 
hand. Zoom in to cue of pigeon. 

Audio 

1. Pigeon: (on cue) Coo! 

Rule No. 2: Discourage '"Gone 



Keep commer- 
cial's concept 
simple: shoot 
storyboard first, 
then get creative 



With the Wind" copyrighting. Keep 
concepts relevant, simple. 

* « * 

Client: Let's produce just one and 

see how it looks. 
Rule No. 3: Produce in pools when 
possible. Piecemeal production can 
up a brand's unit cost. 

* * * 

Commercial Producer: Your guess 
is as good as mine what the hell it 
means. I only saw the storyboard 
this morning myself. 
Rule No. 4: Note to copywriter: 
Don't keep the producer in the dark. 
Talk to him. Early and often. He de- 
serves to know what he is going to 
be hung for before the noose is tied. 
If he's brought into the act early 
enough, maybe he can save both your 
necks. And some production costs, 
too. 

■» * «■ 

Commercial Producer: The story- 
board says "girl in surf." 

Account Executive (looking out 
window at snowplow on Madison 
(Please turn to page 42) 
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NOW DOES IT SAY SUCCESS TO YOU? You're looking at the new symbol of the most success- 
ful spot radio plan in advertising history. Why most successful? Because it has never failed to meet 
the sales goals of its users * Through the Blair Group Plan you can reach over 80% of the nation's 
buying power with one order, one affidavit, one invoice. You can focus on any segment of the mass 
market -with local personalities delivering your product message. There's nothing like the Blair Group 
Plan anywhere. We've tried to visualize its uniqueness in this new symbol. The spiral signifies the nation- 
wide group of radio stations working together to generate increased selling power for the advertiser- 
power dramatized by the upward thrust of the arrow. See how the Blair Group Plan can strengthen 
the local impact of your marketing strategy. Get the convincing evidence from your nearby office of 
John Blair & Company *For example, Ac'cent, Beech-Nut Coffee, Columbia Pictures, Cut- 
Rite Wax Paper, Dash Dog Food, Dodge Trucks, duPont Zerex, Dormeyer Appliances, 
Flako Mixes, Ipana, Keds, Marlboro, Mennen, M-G-M, Parker Brothers Games, 
Parker Pens, Philip Morris, Purolator, Tanfastic Lotion, Tea Council of the U.S.A. 



BLAIR GROUP PLAN 




New York PL 2-0400 • Chicago SU 7-2300 • Boston KE 6-1472 - Philadelphia LO 8-0290 -Detroit WCV 1-6030 . Atlanta 875-7567 
St. Louis GA 1-5262 ■ Dallas Rl 1-4228 ■ Los Angeles DU 7-1333 • San Francisco DO 2-3188 Seattle MA 3-6270 
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SPONSOR ASKS : 

< Continued from poire 10,1 

./renue) That mean? Florida. 1 
pue^s. Or Jamaica. When do we 
leave? 

Rule No. 5: A\oid the winter jun- 
ket to far-off sunm isles. YHienever 
po>sible. plan and shoot in synv with 
the season*. 

• * * 

Com writer: 1 think the airl -hould 
have her shoes on. 

Commercial Producer: I see her 
with one shoe off and one shoe on. 

Director: Okay, we'll shoot it both 
wa\s. then the right way. Bare- 
footed. 

Rule No. 6: Avoid shooting it seven 
ways for Sunday. Careful preproduc- 
tion planning in which common agree- 
ment is reached on all aspects of the 
job can cut costly overtime. 

# * * 

Client: But it's not like the ? tor\- 
board. 

Rule No. 7: Shoot the story board. 
then get creative. This usually mean? 
shooting it two ways, but can save 
costly reshooting. 

(Rule No. 7 seems inconsistent 
with Rule No. 6. It is. This leads us 



to the eighth and final rule:) 
Rule No. S: Don't let rules stand 
in the way of producing the best 
darned commercial possible. The 
cheapest commercial in the world 
cost? too much if it doesn't do the 
job. A commercial that does the job 
hardly ever costs too much. 

Harry B. Sroddart, manager oi lr/ radio 
commercial production. Kenyon & Eel.- 
hardi, Inc., \eic York 

Hire smart people.' It's not smart 
to be thrifty when you employ »econd 
hand writers, pedestrian producers 
and apprentice artists. The good 
ones can pay the excess fare in one 
major production job. 

Build a three-man team.' It takes 
three to tangle with the complexities 
of a tv commercial. Writer. Visual- 
Lzer. Producer. Guys who can work, 
live and think together. Nothing 
beats creative chemistry for setting 
hot ideas on fire. 

Spend client dollars like your own.' 
Under-the-table deals are still plaeu- 
ing the industry. Get your bidding 
out in the open. Invite at least three 
qualified production houses to a joint 
briefing session. Have sealed bids 



"America looks to the South 
for economic growth, and 
the Jackson TV 
market area 
leads that 
growth." 

Past President, 
U.S. Chamber of Commerce 

BOYD CAMPBELL 

Pres., Mississippi 
School Supply 





WJTV.u 12 1 WLBT 



Holliigbery 



Serving the Jackson, Miss., Television Market 



submitted on the agency's bid form 
to be opened in the presence of all 
concerned. 

Preplan.' Get with the problems 
early. Hold pre-production meetings 
well in advance. Make a shooting 
ston board or better yet an animatic 
test. Nine out of 10 production 
problems would never happen if the 
job were properly planned. 

Get the client in the act.' Many of 
die loud noises in screening rooms 



Build a writer- 
lisualher- 
producer team : 
pick your loca- 
tion: watch 
residuals 



are justified, ^"hen a client sees 
nothing till the answer print, he's en- 
titled to yell. And one good loud 
yell can knock the hell out of a 
budget. 

Allow more time! The greatest 
waste in tv today is the insane "Beat- 
The-Clock" pace to meet impossible 
air dates. Double, triple and penalty 
time can blow a budget a mile high. 

Shoot in packages.' Buy your com- 
mercials wholesale. Shoot three, six, 
nine at a crack and save a bundle. 

Watch those residuals! The time 
to guard against a SAG in your 
budget is before shooting. A single 
spot can cost over $5,000 for 13 
weeks just for residuals. 

Pick your locations! You can't 
beat the production facilities and 
skilled personnel in New ^ ork and 
L. A., but you can beat the high 
prices by going on location for some 
commercials! 

One icord of learning! There are 
many sensible ways to cut produc- 
tion costs — true! Just be sure you 
don't end up with a cut-rate drug- 
store commercial. If you weaken a 
million dollar idea, or cheapen a bil- 
lion dollar product to save a few dol- 
lars, you should see an expensive 
head doctor. 



John B. Simpson, r.p. and national di- 
rector of broadcast, Foote, Cone & Belding, 
Sew York 

There are several obvious ingredi- 
ents that prevent excessive costs in 

(Please turn to page 66) 
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Look at all two! 



jOne ever bought a gaase and lived happily ever 
r. Or a car or a bar af saap ar anything! It pays 
; :ampare constantly, keep abreast, shap araund. 
<rs ago, a great advertisement appeared with this 
je headline, almost. They were referring ta three 
bmabiles. 

ve are talking about two ways ta sell yaur product 
television. Film and Videotape*— bath changing 
growing techniques. In fact. Videotape has pro- 
sed sa rapidly in the last few months that you are 
ing the boat if you're not looking into what it can 
ar your product every time you plan a commercial. 

Videotape Productions o 



The place ta see the vast difference between Video- 
tape and film is not in the agency projection roam 
where a few executives see it. It's an the home TV 
screen where 100,000,000 consumers are said. This 
is where the picture and sound superiority af Video- 
tape aver film really pays off. This is where the impor- 
tant new editing techniques, the unlimited effects and 
illusions now passible an Videotape really show up 
and sound off. Because Videotape and only Videotape 



is electronically campat'ble with the television system, 
Videotape is faster. Less costly. Surer . Yau see 
exactly what you're getting as yau get it. Yau don't 

f New York, Inc. • 101 West 67th Street, New York 



tie up a tap creative agency team far weeks when 
yau assign them ta a commercial. They came to 
Videotape Center, walk out with the jab done, ex- 
actly as visualized. 

This brings us ta aur great new Videotape Center. 
It is equipped with three superb studios, every newest 
technological improvement, the creotive staff in 
Videotape today and world-wide mobile faci t'es. 
Tape offers yau mare than film, but dan't just take aur 
ward far it. Ga ta any network, any televs'on stc'an, 
better still, came ta Videotape Cer'e- a-d look at all 
two— side by side on pipeline ta the ha^e screen. 

TR 3-5800 



SPONSOR 

IS ON 
THE MOVE 
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INSIDE BACK COVER 
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National and regional buys 
in uork now or recently completed 



SPOT BUYS 



TV BUYS 

Lever Brothers, -New York, will open a spot campaign for its 
Breeze. This will have its start 22 October and will run through 
2 December. Time segments will be day and early and late night 
minutes. There will be some 40 to 50 markets involved. Agencv: 
SSC&B. New York. Buyer: Chuck Woodruff. 

Procter & Gamble, Cincinnati, has expanded its campaign for Crisco 
with an addition of 20 markets. Time segment: night minutes. 
Agency : Compton. Is ev York. Buyer: Joel Segal. Another campaign 
will begin in October for Crisco oil. This will use dav minutes and 
will continue through the P&G year. This will go into some 30 to 
40 markets. Agency: Compton. New \ork. Buyer: Len Werner. 
The Remington-Rand division of Sperry Rand Corp.. Bridgeport. 
Conn., is coming up with a substantial campaign for its electric 
shaver. This will start 26 November and have a four week flight. 
Time segment: prime breaks. It will go into 60 markets at a 
frequency of 22 spots per week. Agency: Y&R, New York. Buyer: 
Don Proctor. 

American Home Products, Xew \ork. will begin a campaign for 
its Dristan on 8 October. This will use fringe and prime late night 
minutes for time. It will have a 52-week run in over 40 markets. 
Agency: T-L. New York. Buyer: Don Douglas. 
Colgate-Palmolive Company, New York, will enter a promotion for 
its Rapid Shave. This will begin 15 October and will have a six 
week flight. Time segment: minutes and breaks. Naturally, this 
campaign seeks a male audience. It will go into about 40 to 50 
markets. Agency: Bates. New York. Buyer: Eileen Greer. 
General Foods, White Plains, N. Y., will run a test promotion for 
new product. Open Pit Barbecue Sauce. This will use only one mar 
ket. that being Atlanta and it will run over there for 25 weeks. Th 
start is set for 8 October. Time segments: Day minutes on Wednes 
day. Thursday, and Friday only. Agency: OBM. New York. Buyer 
Pete Berla. 

Procter & Gamble, Cincinnati, has another promotion coming up 
this time for its Downy. This will begin in October and go throug 
the P&G year. Time segments: day and night minutes. It will ente 
»orae 40 to 50 markets. Agency: Gray. New York. Buyer: Irene Levy 
Kayser-Roth Hosiery Company, New York, will begin a promotio 
in October. This will have two starts: 14 October through 20 Octobe 
and 28 October through 3 November. Time segments: day and earl 
and late evening minutes, also prime l.D.'s. It will involve 20 to 3 
markets. 

General Foods, White Plains, N. Y.. has another promotion planne 
for its La France. This will start 15 October and will have a fligl« 
of six weeks. Time segment: day minutes. There will be about 3 
markets in this one. Agency: Y&R. New York. Buyer: Lou Fox. 
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Compact, close, crowded . . . Providence, 

the "Must Buy" market . . . where fresh sales impact springs 
from the coverage dominance of WJAR-TV. Programmed to 
penetrate, WJAR-TV reaches more homes, more people, 
in the most compact, close, crowded market in the country 
with a showmanship that translates advertising into sales 
for coverage conscious sponsors. 

NBC • ABC 

: 

ARB 1960 TV Homes 



Represented by- 
Edward Petry & Co. Inc. 
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HAIR TINTS 

[Continued from page 27) 

tures in television. It pre\iously 
spent most of its money in magazine 
space. 

"The competition in the hair color- 
ing field will get a lot hotter," Finlay 
said. "Some big companies came into 
the field but made no impact on con- 
sumers. Hair coloring is a tough 
product to formulate. It's a narcotic 
(that's a dirty word) but that's what 
hair coloring is. Having once pur- 
chased the product, it is like giving 
a needle to the woman. She must go 
back to the use of the product time 
and again." 

When Tintair first appeared on the 
market, its backers, greater believers 
in the demonstration possibilities of 
video, purchased a flock of shows, 
notably the Somerset Maugham Thea- 
ter over CBS TV. and also bought 
into such programs as the Frank 
Sinatra show, Jack Carter program 
and Cavalcade of Bands. It spent 
several million dollars promoting 
Tintair via the broadcasting medium. 
But. as indicated previously, Tintair 
ran into calumny and governmental 
obstacles. Professional hairdressers 
spread a base story that the product 
would turn madam's hair sreen 
which, of course, was a canard. But 
Tintair made hair coloring fashion- 
able and, indeed, respectable. Finlay 
is a great believer in the use of tv to 
promote his product and indicate to 
SPONSOR that Tintair was planning a 
spot campaign (one-minute spots) in 
major markets including New York. 
Los Angeles, Detroit, Boston. Phila- 
delphia, etc. starting the middle of 
this month. 

"Television can't be surpassed for 
the demonstration of hair coloring." 
Finlay declared. "In our TV com- 
mercials we never miss an opportun- 
ity to spell out Tintair's simplicity 
and ease of application. Of course, 
we take abuse from the beauty parlor 
operators because we sell only to the 
consumer, but we'll lick that problem 
before long. Also there are still 

I pockets of resistance in this land 
insofar as liaircoloring is concerned. 
But it is a minor factor, to be sure." 
Color television, in Finlay's orjinion. 

I will be a superb blessing for the man- 
ufacturer and sponsor of hair color- 
ing. "Selling color with color is 

I most effective," he exclaimed. It is 



nrupU terrific. Color television will 
be hard to beat in the promotion of 
such products." Finlay estimated 
that Tintair's total expenditures 
since its first appearance on televi- 
sion adds up to approximately 
S7.000.000. Among its current pro- 
ducts are Beauty Set Color Rinse and 
Tintair Creme Color Shampoo. 

Clairol is undoubtedly the number 
one hair coloring product in the land 
— a product made famous by Law- 
rence Gelb, now chairman of the 
board of Clairol Inc. This hair color- 
ing manufacturer is indeed the fab- 
ulous story of the Gelb family despite 
the cheerful fact that it is presently 
a wholly owned subsidiary of the 
Bristol-Myers Corp. which purchased 
it two years ago for the tidy sum of 
$22,500,000. Clairol may have been 
sold to a large organization, but its 
key execs are still the Gelbs. Clairol 
sells to both the professional beauti- 
cians and to the consumer. The Gelbs 
introduced Lady Clairol Hair Color 
Bath in 1950 and it was the spark that 
set off a marketing explosion. Later 
came Lady Clairol Whipped Creme 
Hair Lightener, Miss Clairol Creme 
Formula. Salon Formula Creme 
Toner, Come Alive Gray, Blue Light- 
ening Powder Bleach and Pure White 
Creme Developer. 

Like its parent company, Clairol is 
a great believer in Tv advertising. 
Bristol-Myers sales jumped more 
than 11% to 8146,716.000 last year 
(seventh consecutive yearly increase). 
In its annual report, B-M observed: 
"Major factors in producing this re- 
sult were the growth of the Clairol 
business . . In this instance B-M 
purchased a company with sales fig- 
ured at an annual rate of approxi- 
mately $15,000,000. Jack Shor. mer- 
chandising and public relation direc- 
tor of Clairol. told SPONSOR last week 
that the hair coloring business was a 
phenomenon and that the sales and 
advertising battles for the consumer'? 
dollars haven't really begun. It is, 
without doubt, a skyrocketing, nay, 
jet-propelled industry that has barely 
scratched the surface, according to 
Shor. 

Television, in Shor's opinion help- 
ed considerably to break down the 
resistance of women toward hair 
coloring. No longer can a cartoonist 
draw a cartoon, as he did in 1932, 
depicting an outraged husband with 
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A man can do a lotof 

thinking while waiting* 
foi- the moving van 

_AT THE END OF #PF£MBER, THE 136 PEO^S VBO Af?£ 
YoUtfS- 6.KUSICAM JN CHICAGO MOVED ?KOM 333 WORTH 
M^HIG-W AVENUE Tt> ONE EAST WACKER PRUT 
THESE ARE THB THOUGHTS THAT WENF IHROU&B ONE JvIAN $ 
MWD WHILE WAITING TOfl THB MOVEJJS TO COMB- 

Tanj in advertising and I belies in if. 

2 Jbeheve «i advert «ir# as a Tvarthi/Wiile 
i career, but more importantly as a force 
I for ,ge>od m a free economy. 

I know of nOTnore significant 
opportunity than telling an honest 
| public about an honest product • 

1 believe jn -words and I beJieve in 
! pictures, not So much m the way 
1 -t^ey can be put together to arrest 
; the eye anof ear, but in the way 

they get ideas cut of the package 

into the buying mind. 

J respect the arithmetic of the census, 
hut in so doing, I try to listen i& the 
heartbeat of the people. 

The size of the market impresses 
:me, hut it is the feel of it I trust. 



When /t comes to publications, Ido not 
question the number of people they 
reach as closely as J do the way they 
taJJc to them; and it isn't the power 
of that stirs me as mirch as the 
■purpose to which it can aspire, 

I believe that in the act 0 f aSvertisinc 
you move from pfmci pie , not rnerely 
policy, ybu seek to lead" and to "build, 
and you accept the risk, and if you 
fail, y^ 17 dare the risk cgam. 

Or you are neither leading 
nor "building. 

It is difficult to believe hke this, 
because it is more popular to hedge 
the het than to rnake the book. 

It is safer to repeat a platitude 
than to suppose a philosophy. 

Jt i*s easier to arrest Mention fh^n 
to earn your welcome. 

Imagination Can be dangerous. 
But lack of zt is fatal. 

Figures comfort business mmdz and 
formulas promise refuge . But m 
neither do J repose my fo]\ h&hef 
because I $m of the people. 

Of, not above them, and most decidedly 
for them And when T have kept 
fdhh with my job , I 3m with them . 

Advertising is my business, and . 
this js why I believe in zt. 



i 
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FRESHEN UP ON YOUR FALL PROGRAMMING 

Now Available! 

ONE 
MINUTE 
RADIO 
FEATURES! 

Individual Series 
STARRING 

OLEG CASSINI 

Foshion Commentary 

HY GARDNER 

SAow Bh Round-up 

VINCENT LOPEZ 

Numerology ond Predictions 

HENRY MORGAN 

Comedy 
* 

For Complete Detoils ond Somple Topes 
Write or Phone 

CHUCK PRAGER 

Radio Syndications Inc. 

441 West End Ave. 
New York 24, N. Y. 
Phone: TRafalgor 7-8402 



club in his hand, rushing into a 
bcaut\ parlor and exclaiming: "I 
Kant to see the man who made my 
wife a red-head!" Shor said that most 
hair coloring makers have learned 
how to make hair look good on black 
and white television. "It was a 
struggle at first but we are breaking 
through," he said. ''Television reaches 
the women most effectively. In addi- 
tion to buying spots in all major 
markets and partial sponsorship of tv 
programs as well as some radio. 
Clairol indicated it was planning the 
purchase of several specials — notably 
two on NBC. One of the specials 
would deal with high society in Amer- 
ican. The title of the special is "Storv 
of a Debutante/' The other special 
is "The Vanishing 400." Foote. Cone 
& Belding. the Clairol Agency, pur- 
chased the two programs for a re- 
ported sum of $340,000, including 
time and talent. No exact dates have 
been set for the presentation of these 
two NBC TV specials. They will be 
produced by Bill Wilson. More than 
$1,500,000 was spent last year on net- 
work and spot tv. In the first six 
months of '61. it spent more than 
$1,200,000. 

Statistics show one out of every 
three women colors her hair todav — 
and this illuminating factor has con- 
vinced the Clairol executives not to 
broaden their base and enter other 
branches of the cosmetic business. 
Said Larry Gelb, in discussing the 
future of Clairol: "Color profession- 
ally opens doors so wide to a business 
so fabulous, that no company need go 
afield to find business potentials. 
We're right here — and here in color 
—is where we're going to stay." 

Perhaps more than others. Clairol 
touts color dav and night in all its 
dealings. It stages color clinics 
throughout the country. Every woman 
is a likely prospect for a color job, 
according to Clairol, in the salon if 
not in the home, but the emphasis is 
on the beauty salon. Its consumer 
copy is to the effect that "Clairol 
believes only her hairdresser knows 
for sure! . . . today haircoloring has 
become the one single service most 
in demand in beauty salons . . . 
Clairol will never cease in its efforts 
to help keep America's beauticians 
the best trained, the best equipped, 
the most respected, and most pros- 
perous in the world. 

Another recent and powerful entry 



into the hair coloring field is Revlon. 
It introduced Color-Up, a hair con- 
ditioner and color rinse last fall. 
Rivals in the field expect Revlon will 
prove a heavy competitor, as it has 
been in other branches of the cos- 
metic business. Revlon is also a deep 
believer in the use of television to 
promote its products. Revlon entered 
the hair coloring products field in 
1959 by purchasing the Bressard 
Hair Products Corp. Revlon. in the 
promotion of all of its products on 
television, spent approximately $6.- 
500,000 in each of the past three 
years. In 1960, its network television 
appropriation added up to $4,219,- 
000. In spot tv last vear it spent 
$2,359,000. 

Also strong in the field is Helena 
Rubinstein who has made consider- 
able impact with her Color Lift Hair 
Rinse which, according to the manu- 
facturer, "is the first and only color 
rinse guaranteed to last through five 
shampoos." It is supposed to condi- 
tion as it colors, blends in gray, cov- 
ers up the faded look in between tint- 
ings and adds an aura of color to 
natural shades of hair. Spot televi- 
sion gets most of the Helena Rubin- 
stein business via Ogilvv. Benson & 
Mather. 

Nor can the student of hair color- 
ing overlook the prominence of Roux 
among the leaders in permanent col- 
oring on the retail level. Other lead- 
ers in the temporary coloring mar- 
ket include Nestle ( manufactured by 
Xestle-LeMuir Co.) and Noreen 
(made bv Beautv Products. Ltd.. 
Denver) . 

Favorites in the permanent color 
field, according to professional beau- 
ticians, are Clairol. Roux and L'Or- 
eal. Zotos. Tiz and Clairol are the 
leaders, in that order, for temporary 
colors in the beautv shops. 

Surprisingly, a goodly number of 
men use hair coloring for economic 
reasons, according to industry ex- 
perts. When hair begins to gra\ and 
it is difficult to land a job. that's the 
time to tint the hair, it is reported. 
But exact figures on how many men 
color their hair are difficult to obtain. 

Said one large hair coloring manu- 
facturer. "Don't worry, we're not 
quite ready to sponsor the World 
Series or the Fight of the Week on 
television. The market among men 
for permanent or temporary tints 
isn't staggering — not yet. But hope 
does spring eternal!" ^ 



We'd like to be 

the cream itt 

Doug Hu nun's Coffee 

Dear Doug: Your copywriters at 
Charles W. Hoyt insist that since 
your client's coffee is better black, 
it's better every way. 
The logic i* crushing. 

So is our logic at WHIH. We 
maintain that if you want to talk 
up coffee in the Tidewater, you'd 
best tell your story over a radio 
station that people really listen to. 

WHIH. for example . . . where 
the news is hot, the music cool and 
the public service programming 
grown-up and important. 

Granted, we're the newest station 
down here, hence temporarily em- 
barrassed for case histories as long 
as your arm. But we're also the 
freshest station. And after all. Mr. 
Humm. isn't that the name of the 
game? Would you have your coffee 
or your commercials (or your 
media) any other way? 

WHIH 

FORMERLY WLOW 

TIDEWATER, VIRGINIA 

AN ELLIOT STATION 
Representatives: Avery. Knodel 
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In TV, radio and print 



Through the Interchange of Opinion on Objectionable Advertising, every 
advertising man and woman can help reduce still further the small percentage 
of advertising which is harmful to advertising as a whole. 



What Is The Problem? 

From time to time, elements which are considered 
offensive and objectionable tend to creep into advertise- 
ments or commercials. 

Cumulatively, these elements irritate people against 
advertising, impair their confidence in advertising as 
a whole and weaken the effectiveness of all advertising. 
When advertising is "false" or "misleading," it is con- 
trary to law. Such advertising is dealt with by govern- 
ment regulatory bodies and by the Better Business 
Bureaus. 

But some advertising which is not illegal may be con- 
sidered objectionable on the grounds of taste and 
opinion. 




What Can Be Done About It? 

One of the important industry efforts to discourage 
all objectionable aspects of advertising is the Copy 
Code shown in this folder. 

The Copy Code is jointly sponsored by the American 
Association of Advertising Agencies (A.A.A.A.) and 
the Association of National Advertisers (A.N.A.), en- 
dorsed also by the Advertising Federation of America 
and by some of the media associations. 
There is also a continuing program to deal with specific 
criticisms of advertising deemed to be in bad taste or 
otherwise harmful to advertising as a whole. 
This is the INTERCHANGE OF OPINION ON OB- 
JECTIONABLE ADVERTISING, operated by the 
A.N.A. - A.A.A.A. Committee for Improvement of Ad- 
vertising Content. 

The plan is described in this folder. You are invited 
to participate. 




What Does The Interchange Cover? 

The Interchange of Opinion is set up to deal with ar 
national or regional agency-placed advertising co: 
sidered harmful or potentially harmful to all adverti 
ing. For example: 

Bad taste, 

Suggestiveness, 

Statements offensive to public decency, 
Visual trickery, 
Weasel wording, 

Improper disparagement of other products 01 
industries, 

Derogation of advertising. 
The Interchange deals essentially with questions 
taste and opinion. It does not deal with the fact'.i 
validity of claims as such, since the Committee d i 
not have access to the facts. Hence, it does not atteTT 
to duplicate the work of government regulatory bodi 
or the Better Business Bureaus in this area. 




How Does The Interchange Work? 

Through the Interchange, advertisers and agencies isj 
make criticisms at any time, have the criticisms evd 
ated by a panel of advertiser and agency leaders ai 
if the panel considers the advertising objectionall 
have their opinions registered with the advertiser a 
the placing agency. 



ere Is How It Works: 

1. Report your criticism of any objectionable advertising to 
the designated person in your organization — the official 
A.N. A, Member Representative, in the case of advertiser com- 
panies; the appointed ""coordinator" or A.A.A.A. Official 
Contact, in the case of agencies. 

2. Criticisms by advertisers or agencies are sent to the Secre- 
tary of the A.N.A. - A.A.A.A. Committee, c/o 420 Lexington 
Avenue, New York 17. 

3. Those in the scope of the Interchange are sent without 
identification to the ten advertiser people and ten agency 
people who make up the A.N.A. -A.A.A.A. Committee. 

4. Each member of the Committee is asked whether he con- 
siders any element in the advertisement to be objectionable; 
if so, what and why, and whether it is regarded as "serious." 

5. If a majority of the Committee considers the advertising 
objectionable, the criticism and the Committee's votes and 
comments are sent concurrently to the advertiser and to 
the placing agency of record. 

6. If a majority of the Committee regards the advertising as 
"seriously" objectionable, the advertiser and placing agency 
are asked to take corrective action. If within thirty days 
the advertiser and agency do not answer, or answer unsatis- 
factorily, the Committee will so notify the Boards of 
Directors of the A.N.A. and A.A.A.A. 

■'he Committee vote is not reported to the complainant, since the 
!ommittee works in confidence with the advertiser and placing 
gency. 

'he Interchange is not censorship. It is helpful criticism and must 
2ly on voluntary self-regulation. But it has helped to bring about 
J considerable number of improvements in advertising, many in 
a *4mpaigns having wide exposure. 




Vhat Can You Do? 

/Ooking out for objectionable features in advertising is a job for 
ach of us in advertising. 

Through the Interchange of Opinion, you as an individual can help. 



If you see or hear what you consider an objectionable com- 
mercial on television or radio, note the advertiser, the net- 
work or station, the date and time — enough to describe 
them accurately. 

If you see an objectionable ad in print, tear it out or make 
a note of it. 

Watch for objectionable advertisements on outdoor posters, 
carcards, and in other forms of advertising too, and make 
enough notes to describe them accurately. 
Give your criticism to the person in your organization who 
has been appointed to forward complaints to the A.N.A. - 
A. A. A. A. Committee, 
f you — an advertiser or a placing agency — receive a communication 
Jrom the Committee, please consider it carefully. It may express a 
'aluable point of view. 

<four cooperation will help raise confidence in and acceptability of 
advertising still further in the minds of the public. 
tiTou strengthen your own advertising when you help to reduce 
tbjectionable advertising which is harmful to advertising as a whole. 



COPY CODE 



The following copy practiced are 
disapproved in a code jointly 
adopted by the American Asso- 
ciation of Advertising Agencies 
and the Association of National 
Advertisers, and also by the Ad- 
vertising Federation of America: 



a. False statements or mislead- 
ing exaggerations. 



b. Indirect misrepresentation of 
a product, or service, through 
distortion of details, or of their 
true perspective, either editor- 
ially or pictorially. 



c. Statements or suggestions of- 
fensive to public decency. 



d. Statements which tend to un- 
dermine an industry by attribut- 
ing to its products, generally, 
faults and weaknesses true only 
of a few. 



e. Price claims that are mislead- 
ing. 



f. Pseudoscientific advertising, 
including claims insufficiently 
supported by accepted author- 
ity, or that distort the true mean- 
ing or practicable application of 
a statement made by professional 
or scientific authority. 



g. Testimonials which do not re- 
flect the real choice of a compe- 
tent witness. 



The A.N.A.-A.A.A.A. Committee for 
Improvement of Advertising Content 

Association of 

National Advertisers, Inc. 

American Association of 
Advertising Agencies, Inc. 

Address: 

420 Lexington Avenue, 
New York 17, N. Y. 




HOW TO SATISFY FCC 

(Continued from page 30) 

To insure that schedules on the 
three outlets are paralleling program 
plans outlined in the WJ1M license 
applications, weekly program type 
summaries (see cut) are prepared 
i from the daily logs. Each lists all 
programs broadcast the previous 
week, broken down by the FCC 
"Type definitions" (i.e. religious, in- 
structive, public affairs, agriculture, 
etc.) and provides the percentage of 
total operating time devoted to each 
type. Printed in the right hand cor- 
ner of the form are WJIM's per- 
centages for each type as provided to 
the FCC in its license application. 

Each Monday morning these Pro- 
gram Type Summaries are placed on 
President Gross' desk. A quick look 
at the two sets of percentage figures 
provides him with a continuing run- 
ning record of each station's opera- 
tions. 

In addition, a monthly summary 
of program types is drawn up detail- 
ing the same type of information. 
Interestingly enough the WJ1M stand- 
ards differ for each of its three out- 
lets. Par for news, for example, at 
WJIM-Radio is 14.7%, for WJIM- 
j FM is 13.4% and for WJ1M-TV is 
\ 5.9%. (Incidentally, in the WJIM 
breakdowns, all programs other than 
in the six specified categories are en- 
tertainment.) 

Broadcasters, and others who have 
seen the WJIM program type report 
declare it a remarkably simple and 
effective way of keeping track of sta- 
tion programing. 

In the proposed new FCC regula- 
, tions, applicants for license renewals 
i are required to report to the Com- 
j mission on two different samples of 
programing — 1) a "Composite Week" 
and 2) aji "Applicant's Selected 
Week." 

The "Composite Week" consists of 
the record of seven different specific 
days designated by the Commission 
from the previous year's operation. 

The "applicant's selected week" 
covers seven different ways, chosen 
by the station as typical of its pro- 
graming pattern (but not including 
dates in the "Composite week.") 

All in all, the amount of detailed 
information will be flowing into FCC 
headquarters in the next few years 
staggers the imagination. And how 
much of it, broadcasters are asking, 
is really worth all the trouble? ^ 



MOGUL 

{Continued jrom page 35) 

clients it would serve as a means of 
educating a lot of people in the busi- 
ness. 

There are too many existing cases 
where account people don't know 
enough about radio. Moreover, this 
general lack of knowledge about the 
medium's potential also exists among 
advertisers, says Mogul. Mogul feels 
sure that the proposed plan would be 
applauded by the majority of agen- 
cies which have worked — like Mogul, 
Williams & Saylor — in the interest of 
radio. "There are some." states Mo- 
gul, "who have worked hard to fur- 
ther the medium along. BBDO." he 
adds, "is a good example." 

Blunt-speaking Mogul who is 
known along the Avenue as some- 
thing of a maverick was born in 
New York City during the summer 
of 1900. His alert brown eyes and 
firm-jawed countenance belie his 
calendar years. 

Even while seated on the couch in 
his quietly dignified office, Mogul 
exudes unharnessed energy. With 
gestures adding credence to his com- 
ments, Mogul told a sponsor editor 
of his belief in radio's potential. And 
in the feasibility of his proposed 
plan. 

Mogul made it to his present posi- 
tion by way of the obstacle course. 
He was out earning a living at age 
13 when most boys are concerned 
only with bartering bubble gum 
cards. He was errand boy and ship- 
ping clerk in a clothing factory. At 
the same time he joined the ranks of 
the subway scholar brigade, getting 
in a few licks of law school learning 
at night. 

In 1934. after a two-year stint as 
a salesman for a New Jersey radio 
station, Mogul — with two associates — 
set up a small advertising agenc\ that 
specialized in radio. Three years later, 
he formed a partnership with Alvin 
Austin and Raymond Spector to set- 
up a general agency which they called 
Austin Spector Co. 

On January 13, 1940 (apparently 
thumbing his nose at the not-so-lucky 
number 13) Mogul formed Emil Mo- 
gul Co. That first year he had exactly 
three accounts — a retail shoe chain, 
a clothing store and a mens clothing 
manufacturer, and a total billing of 
less than $200,000. (Two of the origi- 
nal accounts are still with him. by the 
way ) . 



By 1949, Emil Mogul Co Wl ' 
reaching up to a billings tab of < 1 , • 
to SI .5 million. On Januarj 1 105 J. 
with 19 clients and $11 million ii 
billings. Mogul merged with l.cv\ in 
Williams & Saylor. 

Mogul who is justifiably proud that 
his agency has won a number of 
awards for art, copy and tv commer- 
cials, takes a dim view (and doesn't 
mind sa}ing so) of triple and quad- 
ruple spotting and over-commercial- 
ization. 

He also has some strong words to 
say about time bartering deals which 
are currently being practiced hy a 
number of radio and television sta- 
tions across the countn. 

Mogul is leery of the hartering 
practice as it generally involves a lot 
of unnecessary paper work, and more 
important, often results in a failure 
to deliver the schedule contracted for. 
But, it isn't the extra work that dis- 
turbs him as much as the fact that 
the advertiser and his agency lose 
control of expenditures in a specific 
market. 

Mogul doesn't take issue with local 
barter or trade-out deals. This ex- 
change of merchandise for time is 
legitimate, he says, providing the lo- 
cal merchant uses the time to pro- 
mote his own business. The evil in 
barter arrangement happens when a 
chunk of time is traded by a hungry 
station to a barter agency at a ratio 
of four to one, for something the 
station needs (it could be anything 
from a new transmitter to office fur- 
niture) and the barter agency is then 
free to sell this time to anyone at 
considerably lower than card rate. 
The general practice is about 10% 
off the card rate, he says. 

This type of deal sounds and looks 
good on paper, Mogul says, but when 
it's put to the test, the deal invariably 
falls apart at the seams, he contends. 
"Moreover"' he adds, "the station 
which barters the time in this fash- 
ion will all too often treat the barter 
'partner' like a stepchild." 

What Mogul means is this: sched- 
ules are subject to pre-emption and 
rescheduling is done in non-desirable 
time area. Not until the monthly 
affidavit and statement arrives is this 
situation fully realized and then it is 
too late to correct the damage. 

"I strongly urge the FCC and FTC 
to take a good, hard look at the prar- 
tice as it currently exists." h^ sav = 
emphatically. ^ 
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IN LOS ANGELES, TAKE THE 



A fun city. That's Los Angeles. Informal, exciting, 
designed for leisure-time pursuits, yet bold in its 
outlook for the future. All this and more is Los 
Angeles ... and KABC-TV. Channel 7 is pro- 
grammed for thoroughly enjoyable entertainment 
and downright fun, both day and night. Why not 
align your product with pleasure ... on KABC-TV. . . 



GO FIRST CLASS ON... 

/5j KABC-TV 

™ Owned and Operated by American 

B r oa d c a s t i n g - P a r a m ou nt Theatres, Inc. 

Represented by ABC-TV National Station Sales. Inc. 
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TRAIN 
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that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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Copyright 1961 
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Officials of the FCC are in a conciliatory mood as they prepare for the 6 Oc- 
tober meeting with broadcasters brought in by NAB to complain about proposed 
new application forms and logging requirements. 

They and the Commissioners will give careful consideration to all complaints, and will 
simplify where they think it can be done without sacrificing the obtaining of the information 
they want and broadcasters really don't want to give; that is, about programing. 

The Commissioners and staff will not listen during this particular meeting to accusations 
of censorship or to any arguments going to the heart of the question involving 
FCC power to call for the information it wants. They will show every willingness to 
work with the industry on engineering forms which will do the job the FCC wants done with- 
out putting a burden of excessive paper work on broadcasters. 



A. Everette Maelntyre has formally been sworn in for a seven-year term as a 
member of the Federal Trade Commission. 

He replaces Robert T. Secrest, and is the second New Frontiersman on the 5-man FTC. 
Chairman Paul Rand Dixon is the other. 

Dixon and Maelntyre both came from Congressional committees. Both were specialists 
on antitrust problems. Their work in Congress indicates they are pretty much alike in their 
thinking, and it appears Maelntyre will strengthen Dixon's hand on the FTC. 

Despite all the publicity about toughened regulatory attitudes at the FCC, therefore, it 
appears the real toughening will be at FTC. Bjth Dixon and Maelntyre have made it clear 
that antitrust backgrounds notwithstanding, they will work for tighter reins on advertis- 
ing. Both have expressed special interest in broadcast advertising. 

In Maclntyre's background are 25 years aj an attorney with the FTC, then a switch to the 
House Small Business Committee. He has conducted probes of the Federal regulatory agen- 
cies, on one of which he now sits as a member. Point of his probes was whether these agencies 
have been negligent in policing their respective fields. And, if so, whether this negligence has 
harmed small business. 

Within his field of interest in these investigations was television advertising. This was true 
both from the point of interest of truthfulness, and whether false and misleading commercials 
by large advertisers could put small business out of business, and also whether large national 
advertisers are permitted an unfair advantage through domination of the airwaves. 

It appears that both Dixon and Maelntyre will be pushing for a step-up in radio/tv 
monitoring, as well as in a general step-up in the field of false advertising. The FTC, in 
short, looks much tougher right now. 



The first session of the 87th Congress appeared to do little about radio and 
television. 

The only major legislation passed were the FCC and FTC reorganizations and the bill 
legalizing league-wide tv contracts, such as the CBS contract with the National Football League 
which had been disallowed by Federal Judge Grim under the NFL consent decree. 

(Please turn to page 57) 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



2 OCTOBER 1961 The syiulicalors :ire entering a new documentary vogue. 

copyright imi Aside from the companies that have gone out of new product distribution, there arc very 

sponsor few syndicators left who haven't handled something related to documentaries lately. 

publications inc. Reasons for the vogue are two-fold: a heightened interest in news, news features, and 

factual or informational shows, and the economics of documentaries. 

What's more exciting lately than the headlines, ask some syndicators; no action-adventure 
fiction, they say, can beat today's news. 

Then again, for distributors who don't want to invest SI million or more to produce an 
adventure, documentaries can be had relatively cheaply, some for apparently hardly more 
than the eost of reshuffling stock news footage. 

ITi is is important in a market where shows may have to take the station-by-station route 
and where an expensive show without regional backing could have its troubles. 

This week, for instance, Cinema-Vue entered a co-production deal with Pathe News to 
produce 25 biographical half hours, called They Made History. Sales will be han- 
dled by Joseph Smith in New York and Frank Smith in California. 



Ziv-UA feels that its King of Diamonds is well on its way to becoming another 
Highway Patrol. 

The new series also stars Broderick Crawford and has a hefty advance sale: 185 markets 
reported before telecast started. (Highway Patrol never passed more than 210 markets at 

once.) 

The new series is being supported by many medium and small sized regionals, including 
Jax, Piels, Schmidt, Kroger, Safeway, Fels, and International Harvester. 

At the same time Ziv-UA is building up Ripcord as another Sea Hunt, adding yet one more 
twist to action-adventure programing. (For latest sales details, see FILM WRAP-UP, p. 66.) ! 



Station sales of The Beachcomber in the last few weeks bring the Filinaster se- 
ries up to 117 markets reported. 

Quite a few of its recent sales come from station groups adding on extra markets: Stor- 
cr's WITI-TV, Milwaukee, and Corinthian's KOTV, Tulsa, fall into this category. 

Other station groups making initial buys arc Friendly T s WSTV, Steubenville, and WBOY- 
TV, Clarksburg, plus Southwest States' KOSA-TV, Odessa, and KVII-TV, Amarillo. 

Other stations bringing recent sales to ten are KTTV, Los Angeles; WAVE-TV, Louis- 
ville; WJAC-TV, Johnstown, and WRDW-TV, Augusta. 



One dilemma of the distributors who did filming in color some seasons ago is 
when, if at all, to try to re-relrease series for effective colorcast. 

A touchy problem could be this: some of the backlog filmed in color has gone through 
extended re-run in black-and-white and it's hard to foretell whether their re-rclease in tint 
would he received with sufficient viewer and advertiser interest. 
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FILM-SCOPE continued 



Official Films has reported a pre-tax profit of SO. 1- million for the fiscal year 
ended in June compared to a §1.3 million loss the previous year. 

That's $237,000 profit after taxes, compared to $691,000 loss before. 
Distribution commissions and gross profit from sales went up §778,650 to reach $1.2 
million. 

President Seymour Reed attributed the turnabout to streamlining which reduced over- 
head costs plus a new sales organization and very salable new product. 

Incidentally, Howard B. Koerncr, in charge of product acquisition for Official, was 
awarded his v.p. stripes this week. 

He now has a SI million fund for new product or co-production of both fiction- 
al and informational series — "as long as they are entertaining." 

That's Volume III of the Warners group that Seven Arts will bring out in Jan. 
uary (not II as mentioned here last week). 

Volume II is already in 49 stations thanks to these four latest sales: WISH-TV, Indian- 
apolis; WSLS-TV, Roanoke; KXTV, Sacramento, and WCTV, Tallahassee. 

Elsewhere in feature films this week KBTV, Denver, picked up 40 Lopcrt and UA fea- 
tures from UAA, all in color. 

Elliott Abrains has been elected syndication sales v.p. of Sterling Tv. 

A pioneer in the syndication field, Abrams has been with Sterling for ten years, being 
previously midwest and then general sales manager. 

Banner Films has added renewals for three of its shows 

They are: Night Court to KTLA, Los Angeles; WNEW-TV, New York, and KOVR, Stock- 
ton; also I Search for Adventure to WPIX, New York, and Bold Journey to KOMO-TV, Seat- 
tle, and KHQ-TV, Spokane. 

(For new sales on these plus Tarzan features, see FILM WRAP-UP, p. 66.) 



WASHINGTON WEEK 

{Continued from page 55) 

Actually Congress was quite active, and will remain so through the adjournment period. 
Major feature, as has been true of most recent Congresses, were investigations rather than 
specifie new laws. By and large, in the past few years the probes have shaken the broad- 
casting and ad industries, while important new laws affecting these industries have been few. 

The Dodd Senate Judiciary juvenile delinquency subcommittee hearings came after the 
Minow "vast wasteland" charges, and they hurt. These hearings are set to resume soon. 

Once again, the proposal to regulate networks will be in the spotlight, when the 
Senate Commerce communications subcommittee begins hearings on that subject. This series 
will also be during the adjournment period. 

There is an outside possibility of new hearings by the Senate Watchdog subcom- 
mittee of alleged political unfairness by broadcasters. 

In any event, there will be some action in this direction, since there is a strong possibility 
of attempts to loosen Sec. 315 a bit more during the next (pre-election) session of Congress. 

Counted either in number of hearing days or in number of new bills enacted, the Congres- 
sional session didn't appear to be any great shakes. But judging the session by the num- 
bers can be misleading. 

However, there is a very definite likelihood that the final session of the 87th Congress will 
be even more significant. And many of the seeds might be planted during the adjourn- 
ment period. 
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SPONSOR HEARS 



Matty Fox, of C&C renown, is reported to be the man behind the seene in the 
maneuver by Duiinan & Jeffrey to spot the Hans Christian Andersen Story on sta- 
tions in 60 major markets. 

The D&J proposition, in essence: (a) the two-hour film would be telecast four times dur- 
ing the Thanksgiving weekend; (b) 13 participating advertisers would be delivered as 
part of the paekage; (c) the station, in turn, would be paid on a block basis — the hourly 
cardrate: (d) D&J would be recognized as the agency of record for each participating adver- 
tiser. 

Moot point posed by some of the stations approached: could this arrangement be in- 
terpreted as a ease of time brokering? 



The movement to get the networks out of the TvB may blow up into so much 
smoke if the issue materializes at the Detroit TvB board meeting in November. 

Two of the networks have insinuated that they're prepared to pull out their o&o's, 
which in terms of membership dues, plus the 810,000 tab each network antes up, adds up to 
around $130,000. 

One possible way around the promotional crisis: setting up of a separate spot division. 

Watch for more piggyback commercials than ever on the tv networks this 
season. 

They serve at least this useful purpose: siphoning off most of the budget accorded 
the smaller brands on the advertiser's roster. 

In the spot tv sector the piggyback commercial is still an item of very limited accept- 
ance. Hence, their spread on the network participation carrier. 



CBS TV shouldn't be surprised if the sponsors of Gunsmoke try to pressure it 
into moving the show up to 8:30 p.m. in the event Saturday Night at the Movies 
(NBC TV) proves too formidable. 

The argument they'll advance: the Defenders will do just as well in the 10-11 period, 
and the network will be protecting a much more valuable property. 

What Gunsmoke may run into is strong opposition from the Defenders group and on this 
specific score: 10:30-11 time belongs to the affiliates and a lot of them probably won't be 
agreeable to clearing for the new tenant. 



Talk about agencymen moonlighting, a number of small agencies are finding it 
beneficial to the ereative end of their tv interests. 

It's got quite common for high-priced commercial writers to do such chores on their own 
time, and it makes a good selling point to clients by the smaller agencies. 



Another of the JWT account mabarajabs gearing down for retirement within 
the next year or so is Kenneth Hincks and among his plans for that day is this one: 

Fulfilling a lifetime ambition to mound enough credits for a master's degree at the 
University of Virginia. 

Meanwhile he's bought himself a house in Charlottesville. 
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WINNING FOURSOME— Winners of the two-day "Media Masters Invitational Tournament" 
at the Seaview County Club, Atlantic City. The tournament was sponsored by WBTV, Charlotte, 
N. C. Competing in the Media Masters were forty agency and ad execs. The winners shown are 
(l-r) Bob McGredy, TvAR; Pete McLean, DCSS; Jim Thompson, kneeling, B&B; Gary Wilson, OBM 



Advertisers 




An FTC examiner last week 
rapped Carter Product's knuckles 
for using a substance other than 
shaving cream in a tv commer- 
cial. 

The product was Rise and the ex- 
aminer pooh-poohed the advertiser's 
argument that it used the foreign 
substance because of technical photo- 
graphic problems. 

He said that advertisers should be 
granted reasonable latitude in matters 
of product makeup but there's a limit 
to which such reasonableness applies. 



Keystone Camera Company, Bos- 
ton, (Brcsnick), will make its 
first entry into network tv with 
an expanded budget for its fall- 
through-Christmas campaign. 

The company will be a participat- 
ing sponsor on Maverick, Adventures 
In Paradise, American Football 
League Games, The Tall Man, and 
Thriller. The promotion will use. via 
networks, 125 major markets. 

Keystone's record budget for this 




POLICE HELICOPTER PATROL for traffic 
in nation's capital is in effect. WMAL broad- 
easts on-seene reports.' Discussing patrol are, 
-jl-r) James G. Ray, Sr., pres., Wash.-Balti- 
more Helicopter Airways; Fred S. Houwink, 
gen. mgr., Evening Star Bdcstg. Co.;, Police 
Sgt. Clinton Humphries; pilot Ray Cnaisson 



SNOW MOUNTAIN in Miami Shopping Cen- 
ter was built from 7,900 pounds of shaved ice by 
WFUN. Listeners were invited to guess when it 
would melt. Winner received $790 (station's fre- 
quency) in merchandise. Native lids hurled their 
first snowballs at WFUN personality Kay O'Shay 



period amounts to SI million. 

Campaigns: 

• Introduction of the 19G2 Dodge 
lines includes a two-week tv spot 
campaign. The saturation effort will 
use some 2G5 stations in 97 key 
Dodge markets and will be carried 
on eight and 10-second I.D.'s. 

• Bristol-Myers will use tv to 
promote its new Excedrin, an extra- 
strength pain reliever. 

• S&W Fine Foods is stepping 
up its fall advertising campaign with 
expanded spot saturation on tv. It's 
using 20's and 60's in a group of 
western and eastern markets. 

• National Distillers will run sat- 
uration spot radio promotion for its 
Cinzano (Fletcher, RC&H) scheduled 
to start this week. The campaign will 
be open in California with about four 
stations and in New York with some 
six stations. It will use minutes and 
20's on the five-minute Chevalier 
shows. 

• Borden Foods is introducing a 
new product, Instant Litemilk. 
(D-F-S), a low fat dry milk, with a 



spot tv campaign in introductory mar- 
kets. 

PEOPLE ON THE MOVE: Hoiial 

I. Gow to advertising and sales pro- 
motion manager for Whirlpool's com- 
mercial laundry and drycleaning 
equipment division . . . Morris D. 
Dettimin, advertising manager of 
Minneapolis -Honeywell's Electronic 
Data Processing division. Boston, will 
assume the additional duties of ad- 
vertising manager for the company's 
Pr ecision Meter division, Manchester. 
\. H. . . . Bruce Crawford to ad- 
vertising manager of Chesebrouglr- 
Pond's Properties and Toiletries di- 
vision . . . Samuel C. Johnson and 
John J. Louis, Jr., to board of di- 
rectors at Johnson's Wax . . . Tad 
Jeffery to advertising and merchan- 
dising manager at General Foods. 

Acquisition: Pet Milk will acquire 
the R. E. Funsten Company, proces- 
sor of pecan nuts. After approval by 
the boards of directors of both firms, 
the terms of the contract was an- 
nounced. Pet Milk will take the as- 



sets and business of Fuiist< n in ex- 
change for 1 36,72!) of Pet's ( mum < i 
stock. 



Agencies 



The Hollywood Advertising Cluh 
has hegnn its second world-wide 
search for radio and tv roinmer- 
••ials. 

This second annual contest has to 
do with commercials produced airy 
place in the world and broadcast at 
least once between 1 December 19G0 
to I December 19G1. 

Agency appointments: Dr. Sals- 
bury's Laboratories, Charles City, la., 
($.5 million plus) manufacturer of 
poultry medicines and feed additives, 
to Aubrey, Finlay. Marley it- 
Hodgson, Chicago, from the Biddle 
Co. . . . Electronic Industries Asso- 
ciation to Henry J. Kaufman As- 
sociates, Washington, D. C, for a 
public relations program for the asso- 
ciation's parts division . . . Interna- 
tional House of Pancakes restaurants 



NEW DISNEY SERIES, 'The Wonderful World of Color,' is being heralded by one of the largest advertisements ever devised for a tv show. 
Alternate sponsor, Eastman Kodak, is devoting its giant Colorama (16 by 60 foot transparency, on east balcony of Grand Central Terminal, New 
York) to the ad. On display from 18 September through 9 October, it features a family watching Disney and newest character Ludwig von Drake 





FLAG-RAISING CEREMONY marked second 
year of KMOX in Hampton Ave. studios in St. 
Louis. (L-r) Rex Davis, KMOX news dir.; Mari- 
jona Macijaukiene, Lithuania, guest of honor; her 
daughter, Mrs. Bataitis; Robert Hyland, gen. mgr., 
KMOX; back row, John Bataitis and daughters 

EVER POPULAR— Deputy Dawg of WALB-TV 
met his fans when he spent two days at 
Midtown Shopping Center in Albany, Ga. 




and patirake mixes to Wade . . . 
KMSP-TV. Minneapolis, to Knox 
Rmen. same ctt\ . . . Northeastern 
Fiherglass. Schenectady, to Storm 
Advertising. St. Louis . . . Pet Dairy 
Products, a division of Pet Milk in 
Johnson City. Tenii.. to Henderson 
Advertising, Greenville. S. C. . . . 
KXTV. Sacramento. Cal.. to Allen, 
ile St. Maurice & Spitz Advertis- 
ing. San Francisco. . . . Stanley Tools 
division of the Staule\ Works. New 
Britain. Conn., to Hugh IF. Graham 
<Jt Associates, Framingtou, Conn. . . . 
Venezuelan International Airlines to 
Monroe F. Dreher. 

Afliliation: The Feeley Advertis- 
ing Agency, New York, and LaRue, 
Cleveland, Ine., Detroit, have an- 
nounced an affiliation for the branch 
office. The comhined hillings of the 
two agencies will exceed S3. 5 million 
for 1961. 

PEOPLE ON THE MOVE: Sid 
Tamber to tv/radio producer at 
EWR&R . . . Robert Wilkins to su- 
pervisor of marketing and research 
and Carole Wilstein to senior mar- 
keting and research analyst, both at 
Post and Morr. Chieago . . . Roy 
Rutkoff to account executive for 
Stern. Walters & Simmons. Chicago 
. . . Norman Feuer to assistant me- 
dia services supervisor at DCS&S . . . 
John F. Lcudzian to manager of 
marketing research at Meldrum and 
Fewsmith, Cleveland . . . Frank A. 
Sherer to executive v. p. of Inter- 
public Incorporated . . . Bill Lynn 
to radio/tv supervisor at Y&R from 
program director and supervisor at 
ABC TV. Hollywood . . . James R. 
Cronin to radio/tv director at Lilien- 
feld. Chicago . . . Richard L. 
Thompson to account executive at 
Clinton E. Frank. Inc. . . . Jiulson 
II. Irish, a v.p. of FC&B, has been 
appointed copy director of the agen- 
cy's New York office . . . Wallace A. 
Ross, director of the American TV 
Commercials Festival aud film indus- 
try consultant has been retained in 
an advisory capacity by U. S. Tele- 
Service Corp.. a commercials monitor- 
ing service. 

New quarters: The Garland 
Agency in Phoenix, Ariz., has estab- 
lished a branch in Los Angeles. Ray 
Barnett has been named v.p. and gen- 
pral manager. 



Stations on the Move 

TOTAL STATION'S ON THE AIR 

I as of 1 September 1961 ) 
AM: 3,618 
FM •. 907 
TV: 547 

BOUGHT/SOLD/APPROVEI) 
Sold: WAKY, Louisville. Ky., to a 
group headed by Frederick Gregg, 
Jr.. and John R. Ozier from the Mc- 
Lendon Corporation (Gordon B. and 
Barton R. ) . Price: $1,350,000. Brok- 
ered bv: Blackburn & Company. 
Washington, D. C WEZL, Rich- 
mond, Ya.. to the Eastern States Ra- 
dio Corporation from WEZL. Inc., 
Ben Strouse, president. Price: $175,- 
000. Brokered by: Blackburn & Com- 
pany. Washington, D. C. . . . WCSR, 
Hillsdale, Mich., to Fahey Flynn from 
Ruth Keister and Russell Holcomb. 
Price: $105,000. Brokered by: Hamil- 
ton-Landis & Associates, Washington. 
D. C. Approved: The FTC has ap- 
proved the sale of WNEL, Caguas, 
Puerto Rico, to the Atlantic Broad- 
casting Corporation. 

Associations 

During the past few weeks a 
series of important events took 
place at the National Association 
of Broadeasters. 

Highlights of these actions were: 

• LeRoy Collins announced a re- 
alignment of the NAB executive staff 
in line with the action of the summer 
NAB hoard meeting. The plan in- 
cludes two positions: Robert D. 
Swezey will be code authority director 
and Vincent T. Wasilewski. formerly 
v.p. for government affairs, w ill he the 
new executive v.p. 

• The NAB asked the FCC to sus- 
pend temporarily the issuance of con- 
struction permits for fm facilities that 
would conflict with mileage separa- 
tions in the FCGs proposed revision 
of fm hroadcast rules. 

• The advisory committee met at 
NAB headepjarters and made plans 
for the program form and logging 
hearing to be conducted by the FCC 
on 6 October. 

• A special committee of the NAB 
formally opened a study this week 
into the feasibility of establishing a 
coordinated research program for 
both radio and tv and an NAB re- 
search center. 



The Colorado Broadcasters As- 
sociation has elected Mason 
Dixon, general manager of 
KFTM. Fort Morgan, as presi- 
dent. 

Dixon succeeds Clayton Brace who 
resigned to accept a position as resi- 
dent operations manager of Time-Life 
operations in Beirut. Lebanon. 

Tv Stations 

Ameriean tv viewing levels sur- 
passed the levels reached in 1960 
seven out of eight times in the 
first eight months of 1961, it was 
reported last week by TvB. 

All-time monthly highs were set in 
three of the eight months, and for 
three successive months — June, July 
and August — records were reached or 
tied, Nielsen data shows. 

TvB also reported that associa- 
tions are making a greatly in- 
creased use of tv both for selling 
ideas and produets. 

In the first half of 1961, 41 asso- 
ciations used tv with gross time bill- 
ings of $8,448,041. 

Ideas at work: 

• KABC, Los Angeles, took 300 
members of the press, agency people, 
and clients to the races. In a special 
train, decorated with photos and 
posters for the station's coming sea- 
son, the party took off for a day at 
the Del Alar races. 

• KGUN-TV, Tucson, has gone 
after the local Indian population by 
signing a real Navajo Indian to as- 
sist with one of the station's kid 
shows. 

. WTTG-TV, Washington. D. C. 
will debut its program entitled The 
Important Night. The new program- 
ing concept will take the shape of 
four continuous hours of provocative 
discussion at prime time. The sched- 
ule calls for 7:00-11:00 p.m. every 
Sunday night starting 1 Octoher. 

PEOPLE ON THE MOVE: 
Miehael R. Santangelo to program- 
ing department as assistant to the 
v.p. at Westinghouse Broadcasting . . . 
David Bader to national sales man- 
ager at Intercontinental Television 
. . . William R. Preston elected to 
the presidency of the Richmond Tele- 
\ ision Corporation in Richmond. Va. 
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EXCITING ACTORS in 
absorbing motion pictures 
provide the finest TV enter- 
tainment. 

Cary Grant is only one of 
Hollywood's biggest stars 
appearing daily over Chan- 
nel 9. 

Whether your spots are tail- 
ored for daytime, early or 
late evening viewing, 
CKLW-TV can place them 
within the shows whose 
stars are attracting hun- 
dreds of thousands of 
viewers in the Detroit and 
Windsor area. 

For prime time spots at 
reasonable rates powerful 
325,000 WATT CHANNEL 
9 is your answer in the 
nation's fifth market. 






AN RKO GENERAL STATION 
NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO 
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. . . John DeMareo to station man- 
ager at KGMB, Honolulu . . . Sheri- 
dan 1). !{<>id to supervisor of pro- 
graming and sales at the Hawaiian 
Broadcasting S}stcin Ltd. . . . Hugh 
Del Regno to director of business 
affairs at WNBQ and WWAQ, Chi- 
cago . . . Wilson C. Wearn to gen- 
eral manager of WFBC-TV, Green- 
ville. S. C, and Robert Q. Glass to 
general sales manager of the same sta- 
tion. 

Sport sales: Standard Oil of Cali- 
fornia will sponsor one-third of the 
radio and tv broadcasts of San Fran- 
cisco Giants Baseball games starting 
in 1962. 

Happy birthday: WSTV, Steu- 
benville, 0., celebrated the second 
birthday of Tel-All, the news and pub- 
lic information program on the sta- 
tion's daytime schedule. 

Radio Stations 

A new firm, Radioprofit Re- 
search, has been formed to pro- 
vide programing, management 
services, and sales promotion to 
radio stations throughout the 
United States. 

"Chip" Atkins, head of the Texas 
group of radio and advertising men 
who created the organization, tells of 
a Shangri-la radio staff of top-notch 
people who will provide a full-time 
service which any station can afford. 

The current trend toward fea- 
turettes in radio programing is 
being taken advantage of partic- 
ularly in one area: the syndicated 
minute feature. 

Among those specializing in this 
minute field is Chuck Prager Radio 
Syndications, Inc. 

WBNX, New York, has announced 
that it will go completely Span- 
ish, Monday through Friday, 
from 10:30 a.m. to midnight. 

Jose de la Vega has been made 
consultant for the evening program. 
He was director for 11 years of 
Spanish programing at WWRL, 
Woodside. X. Y. 

The American Machine and 
Foundry Company will make pos- 
sible international broadcasting 
of all the sessions of the United 



Nations' 16th General Assembly. 

The company will sponsor the 
broadcasts on station WRUL, the 
Worldwide Broadcasting's interna- 
tional shortwave set-up. 

The formation of Trojan Produc- 
tions, Chicago, was announced 
this past week. 

The firm will be active in the pro- 
duction and syndication of radio pro- 
grains. 

Ted Weber, president of the new 
firm, said that his company will seek 
to translate the finest in newspaper 
features to broadcasting, aiming both 
at entertainment and informing the 
listener. 

Ideas at work: 

• WITH, Baltimore, will air 54 
to 108 announcements per week to 
introduce the public to the 1962 line 
of automobiles. The announcements 
will be of some 45 seconds in dura- 
tion and new car dealers will have 
the opportunity to tie into the public 
service campaign with adjacencies. 

• WJPS, Evansville, lnd., sealed 
its leading d.j.. Dave Wood, into a 
fallout shelter for the first live dem- 
onstration in the State of Indiana. 

PEOPLE ON THE MOVE: John 
Hummer to sales staff at KFRC, San 
Francisco, as an account executive 
. . . Howard Saunders to account 
executive at WWRL, New York, from 
Bob Dore Associates . . . Reid Leath 
to account executive at WWOK. Char- 
lotte. X. C. . . . Charles B. Jordan, 
Jr., to regional account executive at 
KBOX. Dallas, from KL1F. Dallas . . . 
John E. Surrick to national sales 
manager at WPEN, Philadelphia, 
from development manager, same sta- 
tion . . . Claude Frazier to station 
manager, WTMA. Charleston, S. C. 
from v.p. and general manager at 
WAGA. Atlanta . . . C. B. Rogers 
to commercial manager at WIST. 
Charlotte, X. C. . . . Ed Denton to 
account executive at WXBQ. Chicago 
. . . Michael E. O'Laughlin to ac- 
count executive at WMAQ. Chicago 
. . . Larry Saunders to local sales 
manager at WTAR, Norfolk. Va. . . . 

Offbeat sales: Electronics Insti- 
tute of Technology has signed with 
WXYZ, Detroit, to sponsor a 13- 
week series of "Space"' documen- 
taries. 



Nostalgia: WJBK, Detroit, starting 
Monday, 25 September, will broad- 
cast programs heard on that station 
15 years ago. Newsman Norm Len- 
hardt is doing the research and broad- 
casting. 

New quarters: WJJD-AM-FM, Chi- 
eago, will split its office forces and 
broadcast facilities to two separate 
locations. 

Networks 

■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■I 

Radio sales: The Miller Brewing 
Company is now sponsoring news 
commentator Alex Drier's Drive Time 
newscasts over the ABC Radio net- 
work. 

Tv sales: Beech-Nut and Texaco 
have joined Quaker Oats as sponsors 
of NBC TV's 1, 2, 3— Go series 
. . . M. J. Holloway & Co., as its in- 
itial venture into network tv, will 
sponsor Magic Ranch on ABC TV 
. . . Olin Mathieson Chemical will be 
one of two corporate supporters of 
the new Continental Classroom 
course on the structure and function 
of American government, being of- 
fered this fall by NBC TV. 

Kudos: The Electronics Institute of 
Technology in Detroit has presented 
the Institute's Communications Award 
to James G. Riddell, executive v.p. in 
charge of Western operations for the 
American Broadcasting Co.; the re- 
cipient of the Institute's Science 
Award was William P. Lear, board 
chairman of Lear, Inc.. Grand Rapids. 

Representatives 

The Clark Browu Company 
southern regional rep firm head- 
quartered in Dallas, has an- 
nounced a reshuffling of its staff. 

The moves include Richard M. 
Walker, v.p. and manager of the 
firm's Atlanta office, to executive v.p. 
and Harry H. Harkins, also in the 
Atlanta office, has been elected secre- 
tary and will serve on the board of 
directors. 

Clarke R. Brown, president, has 
also announced the reorganization of 
the company's mid South territory. 
Jack Hetherington, whose residence 
office covers Missouri, will include 
Memphis. 
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Rep appointments: WDAU-TV 
and WGBI, Scranton, Pa., to A. A. 
McDerniott for advertising sales in 
Canada . . . WLEE, and WXEX-TV, 
Richmond, Va., and WITH, Balti- 
more, return to the Clarke Brown 
Company for representation in the 
South . . . WDRC, Hartford, Conn., 
to John Blair & Company as national 
representative. 

PEOPLE ON THE MOVE : Bruce 
Houston to Gill-Perna. Inc., as an ac- 
count executive from tiniebuyer at the 
Meyerhoff agency in Chicago . . . 
John H. Wrath to Chicago manager 
of the Paul H. Raymer Company from 
the presidency of Headley-Reed . . . 
Mike Keating to the L. A. office of 
CBS Radio Spot Sales . . . Thomas 
R. Winters to the Detroit radio sales 
staff of the Katz agency from account 
executive at WWJ, Detroit. 

Film 

Telesynd, set up by Wrather to 
handle Lone Ranger re-runs, has 
named three new men, all under 
manager Hardie Frieberg. 

Richard Buch, formerly of ABC 
Films and Screen Gems, will handle 
the midwest out of Chicago; Owen 
Duffy, once with Guild Films, takes 
over the West Coast zone from Los 
Angeles, and Frank Spiegelman, ex- 
ITC, covers the Northeast from Buf- 
falo. 

George Green Associates, a pub- 
lic relations firm with its own in- 
tegral film operation, will con- 
struct new film studios in Oak- 
land, N. J. 

The new studios, which will replace 
the New York studios, will include 
outside locations, editing and sound 
recording facilities and prop and 
scenery construction. 

New offices: WCD will open West 
coast offices and facilities under the 
supervision of Boh Carlisle, Jr. 

Commercials: Music Makers. Inc., 
has completed two tv spots for DDB 
in behalf of Columbian Coffee. 

PEOPLE ON THE MOVE: Allan 
Roberts has been appointed eastern 
division sales manager for the Allied 
Artists Television Corporation. 
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Sales: Household Finance (NL&B) 
lias bought the Everglades series to 

debut on KRCA, L. A ZIV-UAV 

Hipcord begins it? run this* week with 
the addition of fi\e markets: WABG, 
Crewiwood. Wms. : WGAL. Lancaster; 
WE-U. Eau Claire, Wis.: W1C1), 
Danville: and WBTW. Florence. 
5. C. . . . Banner Films lias had re- 
cent sales for these features: for 
Xigttt Court U.S.A.: WX1X. Milwau- 
kee: KARD. Wichita; WRBL, Colum- 
bus: W'lTG. Washington; KOVR. 
Stockton: For / Search For Adven- 
ture: KPLR. St. Louis: KFHO, 
Phoenix; KENS. San Antonio; 
KT\'R, Denver; KREM, Spokane; 
KOTA. Rapid City: K1VA, Yuma: 
For Bold Journey: KENS, San An- 
tonio; KVOA, Tucson; WNEM, Bay 
City; WMBD, Peoria; WHAS, Louis- 
ville; KTBS Shrevesport; KIMA, Ya- 
kima; KATU, Portland; KLIX, Twin 
Falls; WTTV, Indianapolis KHOL, 
Holdrege; For Tarzan Features: 
WOW, Omaha; WSAV. Savannah; 
WTMJ. Milwaukee: KLZ, Denver; 
WAVE, Louisville; KBMT, Beau- 
mont: WRYA, Richmond; WH10, 
Dayton: KYTV. Springfield: KDAL, 
Duluth: WTVD. Durham. 

Public Service 



Public service in action: 

• WITH, Baltimore, in coopera- 
tion with National. Maryland and 
Baltimore Ci\ il Defense is conducting 
a radiation-fallout shelter demonstra- 
tion. Personality Buddy McGregor 
will enter a shelter at Mondawmin 
Shopping Center where he will live 
under simulated emergency condi- 
tions for an indefinite period of time. 

• WLW-T. Cincinnati, has pre- 
sented to the Cincinnati and Hamil- 
ton County Public Library Films and 
Recording Center. 26 15-minute Date- 
line: l T . N. programs which have been 
telecast in the past two years on 
WLW-T and WCET. The films have 
been produced by the Lnited Nations 
under the sponsorship of the U. S. 
Broadcasters Committee for the U. N. 
and are now available to the general 
public through the library. 

• WKKC-TV. Cincinnati., will 
telecast the controversial 12-minute 
mo\ ie Operation Abolition. 

• WTRL, Bradenton, Fla., has 
worked for one month with the local 
civil defense in a preparedness and 



personal survival campaign, called 
"Project Prepare/' 

• WWCO. Watcrbun , Conn., is 
donating a lapc recording of Presi- 
dent Kennedj s L nited Nations ad- 
dress to the Waterhurj School and 
Library systems. 

• The Florida Association of 
Broadcasters has established a $500 
scholarship to be awarded to a third- 
year student at the University of Flor- 
ida, Florida State University or the 
University of Miami to "'assist him 
to complete his education in broad- 
casting."' 

Herbert E. Evans, president of 
Peoples Broadcasting Corpora- 
tion, Columbus, Ohio, will be 
guest speaker at the YMCA of 
Greater New York Annual Din- 
ner. 

Evans, who is the president of the 
National Council of YMCA's, also 
served on the official board of sev- 
eral educational institutions. 

Other industry leaders who will be 
active this year at the YMCA include 
Charles H. Brower, president of 
BBDO, who will head the general ad- 
vertising and publicity for the board 
of directors division on the YMCA's 
1962 finance campaign. 

Esther and Carla: WTAR (AM- 
TY), Norfolk, Va.. gave continual 
coverage to the oncoming hurricane 
Esther. The station provided reports 
through both its outlets and helped 
coordinate a CBS news team sent 
from Washinston . . . WNAC, Bos- 
ton, kept New England listeners in- 
formed all day Thursday on the prog- 
ress of Esther . . . WNBC (AM-F3I- 
TY), New York, inaugurated its 
"Community Service Alert'' and kept 
New York Metropolitan residents 
posted on every move made by Esther, 
including 28 live tv reports . . . 
WFAA-TY, Dallas, took its self-func- 
tioning mobile cruiser into the heart 
of the area hit by hurricane Carla . . . 
KFJZ. Fort Worth, Texas, manned a 
hurricane w atch for 60 hours as Carla 
readied to strike that state .... At 
WBZ, Boston, a full contingent of 
nine newsmen were on around the 
clock duty to report on Esther in the 
New England area . . . WN'TA. New- 
ark. N. J., got a record listener re- 
sponse as it offered special hurricane 
maps enabling them to follow the 
progress of Esther. ^ 



SPONSOR ASKS 

(Continued from page 12 I 

t lie successful production of a tv 
commercial, but none can be effective 
without the thoroughly professional 
experience of the agency producer. 

Working closeh with the copy and 
art people, the producer should first 
evaluate the creative details for care- 
ful pre-production planning. He 
knows that any change or delay in 
the schedule will prove costly, but 
that the schedule should be sufficient- 
ly flexible for the introduction of sig- 
nificant improvements. 

Among the first concerns in pre- 
production cost estimate is the evalu- 
ation of the ingredients of the com- 
mercial. Experience determines 
whether an outdoor scene, for exam- 
ple, can be satisfactorily simulated in 
a studio (with considerable savings 
in production costs). But even a 
cost-conscious producer shouldn't 




Based on the 
copy and art 
work, it's essen- 
tial first to 
evaluate crea- 
tive ingredients 



dismiss creative quality if location 
shooting would enhance the commer- 
cial's message. 

Whether the commercial is pro- 
duced in a studio or on location, elab- 
orate sets, production gimmicks, ex- 
cessive talent fees and transportation 
expenses are only worth their con- 
tribution toward achieving the end 
result. Will the costly minute details 
of a set design be visible on the home 
tv screen? Are certain technical 
gimmicks necessarv to dramatize the 
selling message? Is it important to 
have four characters, or will two or 
three be just as effective? These are 
just a few examples of the type of 
pre-production questions that should 
be resolved as further insurance 
against over-spending. 

Finally, be wise in the selection of 
a film studio. Their facilities and 
the talent of their personnel should 
provide the technical assistance that 
enables the agency producer to get 
the maximum dollar value on the 
screen in the production of commer- 
cials of outstanding quality. ^ 
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WTRF-TV g£g 




■WATCH, 
man!" 



WATCHing! This was over- 
heard' "Watching TV I dis- 
covered that the cigaret I've 
been smoking doesn't even 
have t in the middle " 
WATCH wtrf-tv 
WATCH it! Cy Ackermann said 
it! . . "Not only is the cost of living higher 
-some of it isn t fit to drink!" 

WATCH Wheeling 
WATCH out! A landlubber went to the East 
coast for skindiving outfitted with the newest 
and best gear: rubber suit, depth gauge, 
flippers, waterproof watch, sling gun, Aqua- 
Lung, mask, etc. etc —even a blackboard 
and special chalk for underwater communica- 
tion with other divers. After twenty minutes 
of discovering in the strange and wonderful 
underwater world, he looked up and saw a 
swimmer clad in nothing but bathing trunks 
Puzzled, then infuriated, the diver pulled 
out his blackboard and wrote: "What gives' 
?pent $450 for special gear. You here with 
nothing'" Whereupon the other man took the 
chalk and scrawled rapidly: "Stupid, I'm 
drowning!" 

WATCH Seven 
WATCH 'em! If you don't think peanuts are 
fattening, just look at some of the elephants 
who love eating them. 

WATCH wtrf-tv 
WATCHA say? Seen the Grand Canyon? It's 
gorges! . . . 

WATCH Wheeling 
WATCHful! If you want to say something in 
the average American home today you have 
to go through channels. 

WATCH Seven 
WATCHing channel seven is a habit with the 
folks around here and our rep, George P. 
Hollingbery will be glad to give you details 
to prove it. Pull in the Wheeling-Steubenville 
TV audience from WTRF-TV in Wheeling. 



CHANNEL 
SEVEN 



WHEELING. 
WEST VIRGINIA 



SPONSOR 

IS ON 
THE MOVE 



SEE THE 
INSIDE BACK COVER 




Tv and radio 
NEWSMAKER 



James O. Luce lias been made director at 
the Detroit office of J. Walter Thompson. 
In his new capaeity he will handle all the 
Detroit office business in addition to the 
Ford aecount, which is 90^ of the total. 
Luce, with JWT for 17 years, started as 
an assistant buyer on all ageney accounts 
and then became a head timebuyer. His 
next position was associate media director 
working on Ford and ihen he moved up to supervisor of the Ford 
and Champion Sparkplug aecounts. In his new post he will shuttle 
h etwee n New York and Chicago. 




Rosa B. Evans has been appointed general 
manager of WOKY. Milwaukee. She is 
a v.p. of the parent Bartell Company which 
owns and operates in addition to WOKY, 
stations in New York, San Francisco, and 
San Diego. Merger of Bartell radio sta- 
tions with Macfadden Publications and 
Process Lithographers was recently voted 
by the respective board of directors. Mrs. 

Evans has been an aetive and integral part of the company since 
its inception in 1947. 

Roy Whisnand, recently resigned v.p. of 
Plough Broadcasting Company and general 
manager of WCOP, Boston, for the past ten 
years moves to the presidency of his own 
eompany. Whizzer Enterprises. The com- 
pany will be active in the purchase and 
management of radio and tv stations and 
in the ereatfon. packaging and marketing 
of radio and tv sales and audience building 
ideas. Wliisnand is llie ehairman of the Massachusetts State In- 
dustry Advisory Committee and is a past president of the New j 
England Broadeasting Executives Club. 

Michael R. Santangelo lias joined the 
programing department of Westingliouse 
Broadeasting Company as assistant to the 
v.p. Direetor of public relations and spec- 
ial events for WBC, New York, since 1957. 
Meanwhile, he has served the programing 
department on a contributory basis. San- 
langelo formerly served Robert Gray As- 
sociates, Motion Pictures for Television, 
and Kelly-Nason Advertising. In 19o9 be was 
for P.TES. 





ihc program ehairman 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



Of utmost importance among the services radio performs for its audiences is 
reporting the news. Here is a vivid, colorful, downright literary account of 
the radio neivsmans activities, created by Richard W . Davis, president- gen- 
eral manager of WELI, New Haven. Mr. Davis wrote it in response to the 
Connecticut Broadcasting Association's request for material for its new pub- 
lication, The Voice. In the words of Association president Sy Byrnes (WADS, 
Ansonia), "It turned out to be such a fine piece of work we felt it deserved a 
wider audience.'" Due to space limitations, some portions were deleted. 




The familiar-faVoice 



^Tlie swirling snows of a winter morning in New Eng- 
land. Dark of night remains. The people sleep on, their 
heads buried in the warm comfort of pillows and quilts as 
the nippy below zero breezes waft insultingly through the 
open windows. The quiet of night is broken by an occa- 
sional lumbering tractor-trailer rig on the highway or the 
crunching of police patrol car tires on snow-laden city 
streets. And the heavy snow continues. 

A figures fights his way through the mounting drifts. 
While the town and city are oblivious to time., the seconds 
tick by for him because his rendezvous is with time — he is 
a morning radio newsman. 

Alarm clocks start to ring — clock radios come to life.. 
Bedroom blankets stir ever so slightly and long shadows 
are cast by the dial lights. 

The familiar voice is on the air, long before daybreak. 
It is there without fail just as sure as these words are in 
black and white; reporting the news, telling die people 
what happened while they slept, what the weather is doing 
before they chance to look out the window. 

What type of person is this radio newsman who is the 
voice always there, taken for granted at the flip of a radio 
knob? What kind of life does he live, this voice who min- 
isters to the people — weekdays, Sundays, holidays — and 
who gets a half day's work done before the average person 
has had a chance to think about that first cup of coffee? 

He enjoys the things you enjoy — family, home, the 
backyard barbecue, the lawn. His life is more regimented 
but in a topsy-turvy fashion. When others are at play, he 
may be at work and vice versa. While others are awake 
he may be sleeping. Occasionally he is able to snatch 
precious hours to live as others do. Sometimes he tries too 
soon. Five-day week, holidays off — not for him. 

The job of our familiar radio voice doesn't end with 



just "reading the news." Let us take a look into the Epi- 
cal radio newsroom, unadorned by frills of television stage 
settings. This is the scene — 

A man in shirt sleeves, perhaps unshaven (time for that 
later), is pouring through the overnight copy from the 
wire service. He may have a telephone headset on, making 
dozens of calls to the local and area town protective serv- 
ices to determine what happened in your town overnight. 
On stormy days there are more incoming calls than out- 
going. He is taking down the school cancellations on the 
unlisted wire from area superintendents and is also an- 
swering the familiar query phoned in on the listed num- 
ber, "Is there any school today in . . .?" from the listener 
whose "radio broke down" or who refuses to bother to 
tune in, read newspapers or keep informed about anything. 

And the eye of our early bird friend jumps back and 
forth from the clock: Western Union Naval Observatory 
Time, set to the Master Clock in Washington, set to the 
Earth's rotation, following the stars. 

No assembly line this. No calling in at the last minute 
to say "I'm sick." ]No one can step in and "cover" on a 
moment's notice. The radio man may be running a fever 
that would keep beings of lesser stamina under wraps. He 
may be sick to the stomach, moody, fed up. But he has to 
be there because the well being of countless families de- 
pends on it. Hit the microphone switch, smile slightly, lift 
the voice, be alert, sound authoritative, be persuasive. 

The radio man enjoys one distinct advantage over the 
print media. He reports the news while it is happening or 
within minutes of its occurrence. He knows that people 
tune to him to find out about that local tragedy or the 
status of the summit conference. He also knows that his 
listeners will read the newspaper for "all the details." In 
a sense he helps to sell newspapers. ^ 
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SPONSOR 
^ SPEAKS 

SPONSOR Moves to 555 5th Ave. 

This week. SPONSOU is operating out of our handsome new 
quarter? at 555 5th Avenue, New York 17. 

To say that our staff is happy is putting it mildly. Our 
offices in the new American Oil Building on the corner of 
46th and 5th. have central air conditioning, engineered acous- 
tics, maximum window space, and provide us with 6400 
square feet to move around in (SO'T more than our previous 
location) . 

We've built a coffee room, a conference room, a library, 
and even a special office for out-of-town visitors. We hope 
you'll come to see us soon. Just one word of warning. The 
entrances to some of these Fifth Av enue addresses are some- 
times confusing. Ours is just around the corner — on 46th St. 

We believe that these vastly improved working conditions 
will help ns give you an even better SPOXSOR. We also like 
to feel that they represent another advance in the growing 
importance of the broadcast trade press. 

So make a note of it now. Address sponsor at 555 5th 
Avenue. Our telephone number is Murray Hill 7-8080. And 
we're looking forward to welcoming you soon. 

Courageous public service 

The outstanding job done by a number of East Coast radio 
and tv stations in covering Hurricane Carla and the less dan- 
gerous but ominous Hurricane Esther, deserves more than 
ordinary notice. 

Here was public service ' : over and beyond the call of 
duty." Literally scores of broadcast people risked their lives 
in order to provide prompt warnings, and full scale on-the- 
spot coverage of the two hurricanes. 

As a result of their unselfish, and voluntary efforts the 
death toll among members of the general public was reduced 
to a minimum, and rescue and salvage work, and the care of 
thousands of displaced people (over 500,000 on the Gulf 
Coast alone during Carla) was carried forward with a maxi- 
mum of effieieney. 

Our hats are off to all the radio and tv men who partici- 
pated in this magnificent effort. ^ 




lO-SECOND SPOTS 

Chivalry is back: Jay Ward Pro- 
ductions sent out formal invitations 
to ''the world premiere" of The Bull- 
winkle Show on NBC. Sunday eve- 
ning. September 24, 1961. It read, 
"The producers have made arrange- 
ments with The National Broadcast- 
ing Company to have this gala pre- 
miere piped into your own home for 
your convenience. Refreshments im- 
mediately following the show at your 
friendly neighborhood tavern. Ward 
spared no expense to get this show 
off the ground! 

Ir pays to advertise: A recent New 
Yorker cartoon finds a doctor seated 
at his desk, turning a quizzical face 
toward his patient who is seated 
across from him, relating his prob- 
lem in the following manner: "Doc- 
tor. I'm suffering from pains of 
headache, neuritis, and neuralgia. I 
wonder if you could recommend 
something with not just one but a 
combination of medicallv proven ac- 
tive ingredients in easy-to-take tablet 
form." For this he went to medical 
school! 

Noble savages: Publisher Street & 
Smith received a memo from its pub- 
lication empire owner, Conde-Nast. 
stating that the former's staffers were 
to be provided with free Asiatic Flu 
shots. The memo went on to insist 
that the vaccine be administered be- 
fore Street & Smith makes the 
planned October move from its pres- 
ent quarters at Madison & 57th to 
the Greybar Bldg. at Lexington & 
43rd. site of Conde-Nast headquar- 
ters. Can't have the home office 
blighted with epidemics from the 
provinces! 

On the Bell & Howell Close-Up, 

-Walk in my Shows.'' (ABC TV) 
which depicted what it means to be 
a negro in the U.S.. comedian Dick 
Gregory, who is a member of that 
race, observed. "I wouldn't mind pay- 
ing mj income tax if I knew it were 
going to a friendly country." This is 
the same guy who recently spoofed 
the push button age by saying he'll 
carry a tv set next time he goes to 
war, and after firing a rocket, will 
turn on Huntley and Brinkley to find 
out what he hit. 
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Our new address is 555 Fifth Avenue! 

It's a beautiful new building whose entrance is 
on 46th Street going towards Madison. 
Don't ask us why. 

We've got 50% more space than before; 6,400 sq. ft. 
to be exact. It has central air-conditioning and 
engineered acoustics as well. It's all been designed 
to suit our specifications. 

Our new location even includes a special private 
office for out of town visitors. You are 
cordially invited to drop in and use it 
anytime you're in town. 

SPONSOR 



NEW ADDRESS: 555 Fifth Ave. N. Y. 17. 
NEW PHONE: Mu 7-8080 



PERSPECTIVE 
ON 




Possibly. Advertising men, networks, sta- 
tions, and — most significant — important advertisers 
have been quick to recognize "The Man From Oliver 
Street," first show in the series, as an important new 
approach to documentaries, "...excellent..."; 
"...superb..."; "...outstanding production..."; 
". . . high caliber television . . ."; "... consider it a coup 
d'etat to have exclusive . . ."; ". . . outstanding work . . ."; 
". . . proud to show them in prime time . . .". 

"PERSPECTIVE ON GREATNESS" is indeed an unique 
series. Each of the 26 hour-long specials features a 
great name of our time. Al Smith, Lindbergh, MacArthur, 
the Windsors, and so on. Here is unrehearsed drama of 

real life actual on-the-scene exclusive footage from 

the incomparable Hearst Metrotone film libraries, bril- 
liantly edited and augmented. 




FILMS INC. • SUITE 3200 
THE CHRYSLER BUILDING 
NEW YORK 17. N Y. MU 7-0870 



A HEARST METROTONE PRODUCTION 

26 GREAT NEW HOUR-LONG DOCUMENTARIES 



